
DMSION OF
CORPORATIONFINANCE Reccvd SEU

MAR142012

Denise Home
McDonalds Corporation

denise_home@us.mcd.com

Re McDonalds Corporation

Incoming letter dated January 242012

12025680

Pule

Public

Availability

Dear Ms Home

This is in response to your letters dated January 242012 February 92012 and

March 2012 concerning the shareholder proposal submitted to McDonalds by

John Harriiigton We also have received letters on the proponents behalf dated

February 282012 and March 132012 Copies of all of the correspondence on which

this response is based will be made available on our website at

http//wwwsec.gov/divisions/corpfinlcf-noaction/14a-Sshtml For your reference

brief discussion of the Divisions informal procedures regarding shareholder proposals is

also available at the same website address

Enclosure

cc Sanford Lewis

sanfordlewisâlsfrateaiccounsel.net

Sincerely

TedYu

Senior Special Counsel
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WASHINGTON D.C 20549-4561
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March 14 2012

Response of the Office of Chief Counsel

Division of Corporation Finance

Re McDonalds Corporation

Incoming letter dated January24 2012

The proposal requests that the board issue report assessing the companys policy

responses to growing evidence of linkages between fhst food and childhood obesity diet-

related diseases and other impacts on childrens health The proposal also specifics that

the
report should include an assessment of the potential impacts ofpublic concerns and

evolving public policy on the companys finances and operations

We are unable to concur in your view that McDonalds may exclude the proposal

under rule 14a-8i10 Based on the information you have presented it does not appear

that McDonalds public disclosures compare favorably with the guidelines of the

proposal Accordingly we do not believe that McDonalds may omit the proposal from

its proxy materials in reliance on rule 14a-8i1O

Sincerely

Shaz Niazi

Attorney-Adviser



DIVISION OF CORPORATION FINANCE

INFORMAL PROCEDURES REGARDING SHAREHOLDER PROPOSALS

The Division of Corporation Finance believes that its responsibility with respect to

matters arising under Rule 14a-8 CFR 24O14a-8 as with other matters under the proxy

rules is to aid those who must comply with the rule by offering informal advice and suggestions

and to determine initially whether or not it may be appropriate in particular matter to

recommend enforcement action to the Commission In connection with shareholder proposal

under Rule 14a-8 the Divisions staff considers the information furmshed to it by the Company

support of its intention to exclude the proposals from the Companys proxy matenals as well

as any information furnished by the proponent or the proponents representative

Although Rule 14a-8k does not require any communications from shareholders to the

Commissions staff the staff will always consider information concerning alleged violations of

the statutes administered by the Commission mcluding argument as to whether or not activities

proposed to be taken would be violative of the statute or rule involved The receipt by the staff

of such information however should not be construed as changing the staffs informal

procedures and proxy review into formal or adversary procedure

It is important to note that the staffs and Commissions no-action responses to

Rule 14a-8j submissions reflect only informal views The determinations reached in these no-

action letters do not and cannot adjudicate the merits of companys position with respect to the

proposal Only court such as U.S District Court can decide whether company is obligated

to include shareholder proposals in its proxy materials Acóordingly discretionary

determination not to recommend or take Commission enforcement action does not preclude

proponent or any shareholder of company from pursuing any rights he or she may have against

the company in court should the management omit the proposal from the companys proxy

material



SANFORD LEWIS ATTORNEY

March 13 2012

Via email

Office of Chief Counsel

Division of Corporation Finance

U.S Securities and Exchange Commission

100F StreetN.E

Washington D.C 20549

Re Shareholder Proposal Requesting Report on Childhood Obesity Submitted to

McDonalds for 2012 Proxy Materials On Behalf of John Hanington

Supplemental reply

Ladies and Gentlemen

John Hanington the Proponent has requested that respond briefly to the supplemental

letter from McDonalds Corporation the Company dated March 2012 sent to the

Securities and Exchange Commission Staff by the Company regarding his proposal requesting

report on childhood obesity We stand by our initial letter and provide this supplemental

reply

The guidelines of the proposal clearly require an assessment of potential impacts of

public concerns and public policy on the companys finances and operations

In our prior letter we demonstrated that the part of the Proposals guidelines relating to the

impact of public concerns and public policy regarding childhood obesity on the Companys

operations and finances have not been implemented by the Company The Company now

attempts to linguistically shrink the proposal by ignoring half of the resolve clause and the

entirety of the whereas clauses The Company asserts that the focus of the proposal is on the

companys policy responses to childhood obesity and that the second sentence of the resolve

clause should basically be ignored as of secondary significance and merely requested

Page of the Companys letter

The language and guidelines of the initial proposal are quite clear on its face as requiring in its

resolve clause both an assessment of the companys policy responses to growing evidence of

linkages between fast food and childrens health concerns and the need for an assessment of

impacts of public concerns and involving public policy on the companys finances and

operations The resolve clause states

Shareholders request that the Board of Directors issue report at reasonable expense

and excluding proprietary information within six months of the 2012 annual meeting

assessing the companys policy responses to growing evidence of linkages between

fast food and childhood obesity diet-related diseases and other impacts on childrens

health Such report should include an assessment of the potential impacts of

public concerns and evolving public policy on the companys finances and

operations added

The Company asserts that because the second sentence says that the report should include

P0 Box 231 Amherst MA 01004-0231 sanford1ewis
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McDonalds Proposal On Childhood Obesity Page

Proponent Response Maith 132012

an assessment of the potential impacts of public concerns and evolving public policy on the

companys finances and operations somehow this is of less relevance to the guidelines of the

proposal than the first sentence of the resolve clause The entirety of the proposal is

request with the word should expressing no less pnonty than anything in the first

sentence

Further demonstration of the relative emphasis of the proposal on the issue of policy responses

and financial risks is the title Evaluating Our Companys Policy Responses and

Financial Risks Regarding the Childhood Obesity IssUe This title should amply

document the primacy of these issues in the proposaL

The record of Staff decisions shows that even ifguidelines for proposal were contained

outside of the resolve clause and in the supporting statement these are still relevant to the

analysis of whether or not Company had met the guidelines of the Proposal second

sentence is certainly no less part of the guidelines of the proposal than its first sentence

The proposal clearly articulated the hostile public policy environment related to the

Companys marketing efforts

The Company also seems to assert that the issue of public policy restrictions on marketing of

its products was not concern raised in the initial proposal but rather was recast of the

proposal In fact the entire discussion of action by policymakers in the whereas section of the

proposal 203/474 words of the proposal referenced restrictions on marketing

Growing public concerns have spurred action by policymakØrs

In August2010 Congress subpoenaed 48 food companies including our company to

submit data to the Federal Trade Commission regarding marketing activities and

product nutrition

In Januaiy 2011 the USDA released 2010 Dietaiy Guidelines recommending

limiting the fast food environment as key to healthy eating

In January 2011 Senator Harkin introduced the HeLP America Act of 201 Ito restore

the rulemaking authority of the FTC to issue restrictions on unfair advertising to kids

In June 2011 the American Academy of Pediatrics released policy statement calling

for total ban on child targetedtelevision junk food advertising as well as interactive

digital advertising

In July2011 the U.S Interagency Working Group on Food Marketing to Children

proposed nutrition standards to limit marketing unhealthy foods to children

On December 12011 San Francisco implemented an ordinance prohibiting toys with

childrens meals failing basic nutritional standards Instead of complying with the

spirit of the law our company exploited legal loophole to include toy for nominal

fee with kids meals instead of meeting the nutrition standards mandated by the law

Other municipalities are currently considering passing similarmeasures

Although the Company has done some disclosures that implement the guidelines of the first

sentence of the resolved clause it cannot be fairly said to have implemented the request of the

second sentence



McDonalds Proposal On Childhood Obesity

Proponent Response March 132012

Page

As we documented in our letter of February 28 it appears
that these developments in the

marketplace are having substantial impact on the Company and that the companys existing

disclosures have not assessed these issues Our documentation of the impacts this issue is

having on the Company demonstrate how significantly the Company has failed to fulfill the

second prong of the proposal an assessment of the impacts of these issues on the Companys

operations and finances

The Proposal is not excludable under the ordinary business exclusion

The Company did not raise this exclusion on timely basis

The Company did not assert an ordinary business exclusion in its first response to the

proposal Since our second letter didnot recast the proposal the assertion of an ordinary

business claim was not made in timely manner by the Company within the timeline for no

action requests provided by Rule 14a-8 and we believe this exclusion should not be

considered by the stafl

The Proposal addresses transcendent social policy concern and therefore is not

excludable as ordmarv business

However we note that as demonstrated in the four corners of the proposal the proposal

addresses very significant social policy issue with clear nexus to the company the role

that fast food is playing in the childhood obesity epidemic This is an issue of high visibility

high media coverage and extensive legislative and regulatory interest The degree of public

concern and public policy activity on this issue was also well documented in our first response

letter Thus because the proposal addresses significant social policy issue with clear nexus

to the company even if marketing concerns might otherwise implicate ordinary business in

this instance the transcendent social policy issue precludes exclusion on ordinary business Or

instance Bank ofAmerica February 262009 predatory credit card marketing and collection

practices not excludable as ordinary business Further the proposal does not niicromanage

the Company

Conclusion

The Company failed to fulfill the guidelines of the proposal in its current reporting and

therefore has not substantially implemented the Proposal and the proposal is not excludable

under Rule 14a-8iXlO or Rule 14a-8i7 Therefore we respectfully request the Staff to

inform the Company that the SEC proxy rules require denial of the Companys no-action

request

cc Denise Home

John Harrington

Lewis

Attorney at Law



Denise Home

CorporatC Vice President

Associate General Couusel

Assistant S5ôuar
2915 Jorie Boulevard

Oak BrOOIç IL 60523

630 623-3154

eu denme@umetcom

Rule 14a41O
Rule 144e

Rule 14a-8i7

Mardi 2012

BYELECTRONIC MAIL

U.S Securities and Exchange Commission

Division of Corporation Finance

Office of Chief Counsel

lOOP Street N.E

Washington D.C 20549

shartholderproposalssec.gov

Re Shareholder Proposal Submitted by John flarrlngton the Proponent

Ladies and Gentlemem

am writing in response to the letter dated February 28 2012 submitted to the staff by

Sanford Lewis as representative of the Proponent the Proponents letter The Proponents

Letter responds to myletters to the staff dated January24 2012 and February 2012 indicating

that the Company intends to Æclude the Proponents proposal the Proposal fromits 2012

proxy materials in reliance on Rule 14a-8IX1O For the reasons set forth below we believe the

Proponents Letter offers no evidence to counter the Companys position that the Companys

existing disclosures already provide the information requested by the Proposal and that the

Company therefore has sübstnnti11y implemented the Proposal

Rather than address whether the Companys existing disclosures adequately address

public concern about the impact ofrestaurant offerings on childrens health and nuixition which

isthe focus of the Proposal the Proponent now seeks to recast the Proposal as call for the

Companyto address publicly whether and to what degree Companys reporting is

mitigating risk ofbeing target for concern about fast food and childhood obesity The

Proponent would have the Company provide this risk-mitigation analysis by addressing each and

every medical study pohcy statement pohtical campaign legislative development lawsuit or

other development that raises the issue of childhood nutiilion including but not limited to the 32

itemslisted on pages through of the Proponents letter This new request is effectively new

Document 1044198



proposal arriving after Rule 14a-8s deadline for submitting shareholder proposals and in any

case seeking information that relates to the Companys ordinary business operations within the

meaning ofRule 14a-8i7

The Company Has Substantially Implemented the Proposal

The staffhas stated that proposal is substantially implemented if the companys

policies practices and procedures compare favorably with the guidelines of the proposal

Teraco Inc March 281991 As discussed at length in myprior correspondence the

Companys existing public disclosures fully explain the Companys policy responses to linkages

between fast food and childrens health and provide an assessment of the potential impact on the

Companyof public concern about these issues The Company makes sustained and detennined

eftbrt to disclose to its shareholders and other stakeholclers the publics concerns about childrens

health and nutrition the riske to the Companys operations if the Company were to fail to

address those concerns in its product choices and the steps the Company has taken and is taking

to mitigate
those naks by addressmg public concerns and providing full range of product

choices tailored to the varied tastes and preferences of individual customers

The Proponent does not dispute that the Companyhas provided all of this infonnation in

its public disclosures Instead the Proponent asserts that the Companys disclosures do not

address various details that the Proponent isnow indicating that the report should address

including whether the companys marketing increases fast food consumption among children

how tthangng public perceptions and polices are affecting the brand perception

and reputationand whether the Companys disclosures are mitigating Companys risk of

being target for concern about fast food and childhood obesity In fact the Companys

existing disclosures do address the challenges the Company and the restaurant industry in

general face in addressing childrens health issues as well as the policies the Companyhas

implemented to address those issues although perhaps not in the precise maimer and detail the

Proponent would like it is not necessary under Rule 14a-8ilO however for the Companys

past disclosures to have addressed every detail the Proponent now requests be included in the

requested report Instead the Companys disclosures need only compare favorably with the

gmdehnes ofthe Proposal The Companys existing disclosures fully meet that standard

The Proponents position is based largely on the contention that the Companys existing

disclosures do not provide an assessment of the impact of public health concerns and the

Companys policies responding to those concerns on the Companys finances and operations

As preliminary matter the Proposals resolution requests report on the Companys policy

responses to childrens health issues and adds in separate sentence that the report should

include such an assessment The focus of the Proposal therefore is on the Companys policy

responses and the statement that the report should include an assessment ofthe financial

impact ofthose responses indicates that the assessment is of secondary significance and is

merely requested Accordingly an assessment of potential impacts on the Companys finances

and operations is hardly the focus of the Proposal

Docnent 1044198



Nevertheless the Companys existing disclosures do describe the changes that the

Companyhas made to its operations including expansion of its menu and adjustments to its

existing product choices The report requested by the Proposal would merely repeat these

disclosures Accordingly we believe that the Proposal has been substantially implemented

The Proponents Attempt to Recast the Proposal is Effectively New Proposal

The Proposal as ongmallyreceivedbythe Company includes aresolution requesting

that the Company issue report assessing the companys policy responses to growing evidence

of linkages between fast food and childhood obesity diet-related diseases and other impacts on

childrens health The Proposals resolution also requests that such report should include an

assessment of the potential impacts of public concerns and evolving public policy on the

companys finances and operations The Proponents Letter in contrast seeks to recast the

Proposal as request for report assessing among other tbinc the rapidly progressing

concerns over maitetingto children and limiting the fast food environinenf and addressing

specifically concrete activities happening in the field including by way of example 32

different developments relating to childrens health

Neither the Proposals resolution nor its supporting statement calls for the infonnation

now requested by the Proponent The Proponents argument that the Companyhas not

substantially implemented the Proposal because the Companyhas not previously disclosed this

new information is anl2tt1qt to recast the Proposal in an effort to avoid its exclusion In fact

the Proposal as recast is effectively new proposal

The deadline for submission of shareholder proposal for inclusion in the Companys
2012 proxymaterials as determined under Rule 14a-8e was December 92011 To the extent

that the Proponent now seeks to expand the scope of infbnnation called for by the report

requested by the Proposal the Proposal was not timely received and should be disregarded by
both the Company and the staff pursuant to Rule 14a-8e

As Recast the Proposal Relates to the Companys Ordinary Business Operations and

Therefore maybe Excluded under Rule 14a-8i7

To the extent that the Proponent now seeks to recast the Proposal as described in the

preceding section the Proposal also is excludable under Rule l4a-8C1X7 as matter relating to

the Companys ordinary business operations The recast Proposal would have the Company

assess the impact of public health concs on the Companys operations including the

Companys menu choices and marketing of its products Decisions regarding our menu offerings

are fundamental to our business and are subject to constant review and revision In developing

our menus we assess variety ofrisks relating to consuinerprefences food quality variety in

product offerings and nutritional content As part of this process we continuously momtor

customer prefences and adjust our menus as appropriate Menu manageinen.t is at the core of

our operations and therefore is fundamentally ordinarybusiness operations

DocunvI 1044198



The Proponents new focus on the Companys marketing of its products also involves the

Companys ordinary business operations The staff has previously pennitted exclusion of

proposals that deal with maiicethig policies In COCa-COla Company January 212009 for

example the staff permitted exclusion of proposal requesting that the board prepare report

evaluating new or expanded policy options to enhance the transparency of information to

consumers of.the compa sbottledbeverages above andbeyond anyrequirements of law or

regulation The staff agreed with the company that the proposal related the companys

marketing and consumer relations and therefore to an ordinary business matter Similmiy in

Johnson Johnson January 122004 the staff permitted exclusion of proposal seeking

review ofthe companys pricing and marketing practices and report on company responses to

public pressures relating to the affordability ofpresciiption drugs In its response the staff noted

that the proposal could be excluded as dealing with the companys ordinary business operations

Ic marketing and pubhc relations In reaching that conclusion the staff noted that wiule

proposals relating to pharmacentical pricing may iimilve significant social policy the proposal

focused on the companys marketing policies which clearly is matter of ordinary business

Moreover to the extent that the Proposal as recast calls for report on the impact of and

the Companys response to each and every development of the types listed on pages through

of the Proponents letter the Proposal seeks level ofdetail that effectively micro-manages the

Company in its handling ofmatters relating to childrens health and nutrition As the

Comnission explained inRdease No 34-40018 May21 1998 there are two central

considerations underlying the ordinary business exclusion The first is that certain tasks are so

fhndmwitl to managements ability to run company on day-to-day basis that they could not

as practical matter be subject to direct shareholder oversight 1L The second is the degree

to which The proposal seeks to micro-manage the company by probing too deeply into matters

of complex nature upon wiuich shareholders as group would not be in position to make an

informed judgment citing Exchange Act Release No 12999 Nov 22 1976 Consistent

with this second consideration the staff has permitted exclusion ofproposals that involve matters

of complex detail See e.g Gen eral Motoi Coporation April72004 and Ford Motor

Company March24 2004 each allowing exclusion of proposal seeking report providing

detailed information on temperatures atmospheric gases sun eflcts carbon dioxide production

carbon dioxide absorption and costs and benefits at various degrees ofheating and cooling As

in these cases the Proposal seeks highly detailed report which amounts to micro-management

of complex subject Accordingly the Proposal as recast is excludable under Rule 14a-87
as relating to the Companys ordinarybusiness operations

Conclusion

For the foregoing reasons we renew our request that the staff concur in our view that the

Companymay exclude the Proposal from its 2012 proxy materials or alternatively confirm that

the staff will not recommend any enforcqinait action to the Commissionif the Company

excludes the Proposal

Bocumet 1014198



Because we plan to file our definitive proxymaterials on or about April 13 2012 we

would appreciate hearing from you at your earliest convenience When written response to this

letter is available would appreciateyaursendingittomebye-mail at

denise_home@us.zncd.com

Sincerely

tQuaiL tZ __
Denise Home
Corporate Vice President Associate Genemi

Counsel and Assistant Secretary

cc John Harrington

Sanford Lewis

AlanLDye

Hogan Lovehls

cumt.IO44I9S



SANFORD LEWIS ATTORNEY

February 282012

Viaemail

Office of Chief Counsel

Division of Corporation Finance

U.S Securities and Exchange Commission

100F SlreetN.E

Washington D.C 20549

Re Shareholder Proposal Requesting Report on Childhood Obesity Submitted to

McDonalds for 2012 Proxy Materials On l3ehalf of John Harrington

Ladies and Gentlemen

John Harrington the Proponenf is the beneficial owner of common stock of

McDonalds Corporation the Company and has submitted shareholder proposal the

Proposal to the CompanyWe have been asked by the Proponent to respond to the letter

dated January24 2012 sent to the Securities and Exchange Commission Staff by the

Company Tn that letter the Company contends that the Proposal maybe excluded from the

Companys 2012 proxy statement by virtue of Rule 14a-8il0 Substantially Implemented

have reviewe4 the Proposal as well as the letter sent by the Company and based upon the

foregoingaswell astherelevantrulesitismyopinionthattheProposalmustbeincludedin

the Companys 2012 proxy materials and that it is not excludable by virtue of those Rules

copy of this letter is being e-mailed concurrently to Denise Home Corporate Vice President

and Associate General Counsel McDonalds Corporation

SUMMARY

The Proposal Appendix requests that the Company issue report to investors

assessing the Companys policy responses to growing evidence of linkages between fast

food and childhood obesity diet-related diseases and other impacts on childrens health

and an assessment of the potential impacts of public concerns and evolving public policy

on the companys finances and operations As demonstrated by the whereas clauses of the

Proposal this would require assessing the impact of trends which are geared toward

limiting the fast food environment and limiting marketing of fast food to children The

Company asserts that it has substantially implemented the proposal through its reporting

on its efforts to respond to these pressures by increasing the availability of nutritious food

and nutritional information in its fast food outlets However the Companys reporting

does not consist of an assessment of the growing impacts of these trends on the Company
and therefore its actions fail to favorably compare with the guidelines of the proposaL

P0 Box 231 Amherst MA 01004-0231 sanford1ewis@
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McDonalds Proposal On Childhood Obesity Page

Proponent Response February 282012

ANALYSIS

The Companys actions do not compare favorably to the guidelines of the ProposaL and

therefore the Droposal is not excludable pursuant to Rule 14a-8iWlO

As the proposed resolution states the contribution of the fast food industry to the global

epidemic of childhood obesity has become major public issue As the whereas clauses

of the proposal document over the past several years public concerns have rapidly

progressed from concerns over food safety and the nutritional quality of fast food to

include

Marketing to children Institute of Medicine of the National Academies

study Congressional subpoena HeLP America Act American Academy
of Pediatrics policy statement Interagency Working Group on Food

Marketing to Children San Francisco Ordinance

Limiting the fast food environment Institute of Medicine of the

National Academies study American Academy of Pediatrics policy

statement USDA Dietary Guidelines

The Company asserts in its no action request letter that it has substantialiy implemented

the proposal But in contrast to the guidelines of the Proposal the Company has

discretely provided information addressing the nutritional content of their meals and the

sustainability of their supply chain

Although the Company may be lauded for taking incremental steps taken to improve the

nutritional quality of side dishes in childrens meals the Companys reporting fails to

address the core issue of the proposal assessing the adequacy of its responses to the

issues of selling and serving fast food to children in the face of the childhood obesity

epidemic Further the Companys letter and referenced materials do not assess the

practice of marketing to children practice that has been widely criticized by the public

and of which many emerging policies are seeking to regulate Finally the impacts on the

Company and its finances and operations are not assessed in the Companys reporting

Instead those impacts are described in generic risk terms even though there is evidence

that the changing policy environment may be substantial and current threat to the

companys business

With the Institute of Medicine and the USDA recommending limit to the fast food

environment how severely will this affect McDonalds operations and sales There is

substantial evidence that this is already having an effect clear concern to investors but

despite the request of the Proposal the Company provides no assessment of this impact

In 2004 news sources reported 30 McDonalds in hospitals around the country Since

that time 11 hospitals have not renewed their contract with McDonalds including

Childrens Hospital of Philadelphia closed after 34 years in September 2011 and



McDonalds Proposal On Childhood Obesity Page

Proponent Response February 282012

Vanderbilt Medical Center January 2011 Vanderbilt Medical Center divulged that

factor to the non-renewal of the McDonalds contract was due to public health concerns

In 2006 Disney ended their exclusive promotional contract with McDonalds In

previous conference call to Pixars investors Steve Jobs said There is value in fast

food tie-ins But there are also some concerns as our society becomes more conscious of

some of the implications of fast food

In January 2011 Wal-Mart unveiled comprehensive effort to provide its customers

with healthier. .food In store changes included reformulating packaged foods making
healthier choices more affordable and developing criteria for front of package seal

News sources reported in December 2011 that as their contracts expire all the

McDonalds restaurants nationwide 1021 locations in 2008 will be shuttering their

Wal-Mart locations In December 2011 location in Hopkins County KY closed and in

February 2012 location in Green County IN closed

The report that shareholders request
in the Resolve Clause would püblically address

shareholder risk of McDonalds core practice of marketing fast food to children as well as

their risk as policy promoting limiting the fast food environment progresses This

requires analysis Of how the changing public perceptions and policies are affecting the

brand perception and reputation of McDonalds In February 2012 the cover article for

Advertising Age leading publication for the marketing industry features picture of

guy polishing the golden arches The titló of the article says it all Is McDonalds Losing

That Lovin Feeling Sales Are Soaring but Its Brand Perception Isnt Keeping Pace

The Companys reporting of actions it is taking do not constitute an assessment of

linkages and impacts as requested by the Proposal

The Companys letter references the Companys Sustainability Scorecard their website

including Policies and Programs Best Practices and Childrens Global Marketing

Guidelines and Nutrition Information as well as some website material from

McDonalds USA as proof ofthe companys policy responses to growing evidence of

linkages between fast food and childhood obesity diet-related diseases and other impacts

on childrens health

The Sustainability Scorecard addresses Nutrition and Well-Being and in particular

highlights McDonalds response of adding fruit to all Happy Meals in the U.S and Latin

America The Website page also addresses Nutrition and Well-Being highlighting

evolving menu offerings calorie labeling schemes as well as the changing nutrition

profile of their products Offering fruit as side to the Happy Meal may do little to

appease public whose primary concern is the core product or main dish offering

Additionally the existing reporting does not provide shareholders with an assessment of

whether and to what degree this reporting is mitigating their risk of being target for

concern about fast food and childhood obesity
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Proponent Response Febniaiy 282012

While all of this reporting describes some actions being taken in the production and nutrition

infonnalion side of their business it does not as the report requests assess its policy

respons

Moreover despite the focus of the Proposal the Companys reporting does not assess

whether the companys marketing increases fast food consumption among children

Instead the Company mentions their Childrens Global Marketing Guidelines which

apparently represents the Companys attempt to temper the impacts of its fast food

business and brand challenges by promoting balanced nutrition But again the

reporting lacking in any assessment for investors

While the Companys letter and its referenced reporting recognizes that evolving public policy

can impact financial results their letter and reporting demonstrates that that they not assessed

the financial and operational impacts of these issues

We do not report separately on thefinancial impact ofactivities related to the

impacts ofpublic concerns and evolving policy We do however recognize that

public concerns and evolving public policy may at some point have an impact on

financial results

They offer the rationale that it would be difficult

7n many instances it would be dcult 41 not impossible for the Company to

distinguish between activities responsive to public concerns and evolving public

policyfrom those which are simply responsive to consumer tastes availability of

products evolution of the supply chain or other matter that are part ofour

normal operational activity

The Companys letter introduces their Plan to Wiif as their strategy that guides their

efforts with respect to product

Our effi.rts under the heading of product IA the Plan to Win include matters

such as developing new products improving existing products and evolving our

menu to address changes in consumer preferences and the regulatory

environment

Although this describes the Companys strategy
of attempting to evolve its products this does

not constitute an assessment of its effectiveness or the degree to which it will protect the

companys finances and operations against the quickly evolving environment Indeed

the Risk Factors and Cautionary Statement Regarding Forward Looking Statements that the

Company points to in the Risk section of its 10-K implementation of the resolve clause of the

resolution lacks any real assessment of impacts It only demonstrates that the concerns of the

Proposal are legitimate
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Our operations plans and results are also affected by regulatoiy and similar

initiatives around the world notably the focus on nutritional content and the

production processing and preparation offood from field to front counter as well

as industiy maiet ing practices

The success of our initiatives to szçport menu choice physical activity and nutritional

awareness and to address these and other mattei of social responsibility in way
that communicates our wilues effectively and inspires trust and confidence

The impact of nutritional health and other scienIIc inqufries and condusions which

constantly evotve and often have contradictoiy implications but nonetheless drive

popular opinion litigation and regulation including taxation hi ways that could be

material to our business

These discussions of the risks do not constitute an assessment but only warning
that the Proposal is correct in its concerns for the impact of these issues on the

Companys prospects These three phrases that McDonalds points to have

remained unchanged since the filing of their 2006 10-K and do not adequately assess

the rapidly progressing concerns over marketing to children and limiting the fast

food environment

This generic overview of risks facing the company in this area is contrast to the very

concrete activities happening in the field which the Company would be reporting on in

fnlfiflment of the Proposal For instance the following is short list of the kinds of

developments the Company which have implications for the Company and which it should be

assessing in report that substantially implements the Proposal

In February 2010 Michelle Obama launched the Lets Move campaign to

improve American childrens overall health

In March2010 Congress passed health care reform that included federal menu-

labeling legislation requiring posting calories on fast food menu boards

In March2010 New York City Council Speaker Christine Quinn announced

her intent to utilize zoning to limit fast foodrestaurants in low-income

neighborhoods

In May2010 the World Health Organization adopted recommendations

advising governments to enact policies to reduce the impacts of food marketing

onchlldren

In May2010 Santa Clara County in California passed law banning the

inclusion of toy in restaurant childrens meals that do not meet set

nutritional content

In May2010 the White House Task Force on Childhood Obesity issued

report urging the food industry to take more meaningful steps to reduce

childhood obesity
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In August2010 Congress subpoenaed 48 food companies including our

company to submit data to the Federal Trade Commission regarding markeling

activities expenditures self-regulation schemes and product nutrition

In November2010 the San Francisco City Supervisors passed an ordinance

that bans toys with childrens meals that do not meet basic nutritional standards

In November2010 The Rudd Center for Food Policy Obesity one of the

nations leading research institutions released Fast Food Facts the most

comprehensive and uuprecedented study of fast food nutrition and marketing

ever conducted

In December2010 in conjunction with the Center for Science in the Public

Interest CSPI California mother filed class action suit against

McDonakFs alleging that marketing Happy Meals to children violates

consumer-protection laws

InJanuaiy2011theLosAngeles City Councilvotedtoplaceamoratonumon

new fast food restaurants in South LA
In Januaiy 2011 the USDA released their 2010 Dietary Guidelines for

Americans recommending limiting the fast ibod environment as key

behavior to support healthy eating

In January2011 Senator Harkin introduced the HeLPAmerica Act of 2011 to

restore the rulemaking authority of the FFC to issue restrictions on unfair

advertising to kids

In April 2011 the American Heart Association CEO announced their

support for strong public policies that make healthier food choices more

accessible and affordable including reducing childrens exposure to

marketing and advertising of unhealthy foods

hi June2011 the American Academy ofPedialrics released apolicy statement

calling for total ban on child targeted television junk food advertising as well

as interactive digital advertising

In July 2011 the Congressionally mandated Interagency Working Group on

Food Marketing to Children proposed nutrition standards to limit the marketing

of unhealthy foods to children Of the 29000 comments that the agencies

received 28000 were supportive of the agencies recommendations

In June2011 the AusiralianMedical Association called on the Australian

government to introduce new rules for the fast food industry saying self-

regulation was not working

hi July 2011 report by the Cumbria County county in North West

England Health and Well-being Scrutiny Committee recommended that

district councils adopt policy of refusing planning permission for fast food

near schools

In August 2011 an online survey conducted in August 2011 revealed that

73% of parents support regulations on food marketing to kids and 56%

support controlling locations of fast food

In September 2011 the South African health minister announced the

Department of Healths plans to regulate the junk food industry by

targeting marketing campaigns
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In October 2011 Public Health Law Policy released report on digital

marketing designed to help pohcymakers refine safeguards for protecting

young people from inappropriate marketing The report uses McDonalds

Avatar Campaign as case study

In October 2011 the medical writer for the Detroit Free Press proposed

number of ideas for Detroit including tax on fatty foods and bans on toys

in kids meals

In October2011 Denmark implemented tax on saturated fats

In October2011 the Dean of Portugals General Medical Council

publically suggested taxing fast foods to support the National Health

Service

In October 2011 the Health Minister of Trinidad banned pediatric

hospital from accepting donation from McDonalds because of the link

between the fast food industry and childhood obesity and number of

chronic diseases

In November2011 judge in Brazil ordered McDonalds to pay $17500

to former franchise owner because eating McDonalds food caused him to

gain 65 pounds during the 12 years of employment at the company

aa In November 2011 bill was introduced to the Australian Parliament

completely banning fast food advertisements from childrens television

channels websites and smartphones

bb In December2011 San Francisco implemented an ordinance prohiliting toys

with childrens meals failing basic nutritional standards Instead of complying

with the spirit of the law our company exploited legal loophole to include

toy for nominal fee with kids meals instead of meeting the nutrition standards

mandated by the law Other municipalities are currently considering passing

simBar measures

cc In December2011 McDonalds was fined by the government of Sao Paulo

Brazil for giving away toys with Happy Meals

dd In January2012 Russian consumer watchdog organization filed lawsuit

against McDonalds demanding it disclose all its ingredients information to

customers because it enjoys lower tax rate

en In February 2012 the both Health Affairs and the American Journal ofPublic

Health published articles arguing that the government can regulate food

advertising to children because it is inherently misleading

if In February 2012 Shellbarbour Hospital in Ausintha rejects McDonalds

sponsorship because of the links between the fast food industry and obesity

The Proposals request for report on how changing public concerns and policies are affecting

the Company is not an impossible matter to assess as the Companys risk factors and 10K

statements would lead one to think These developments individually and cumulatively have

an impact on the Company report that is responsive to the guidelines of the proposal would

necessarily analyze the impact of such developments on the Companys finances and

operations
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Review of Staff precedents demonstrates that more action would be needed by the

Company to enaage in and provide an assessment of the Issues raised by the Proposal In

order for those actions to compare favorably with the Proposals guidelines

The Companys assertedimplementalion of the Proosa1 is quite unlike the cited examples of

staffprecedents because in those instances the companiess actions compared favorably with

the guidelines of the proposals

relevant and analogous precedent for the Companys response isKroger April 12 2010

where the company had asserted that its reporting on energy conserving measures that it was

taking appearing in its sustainability reporting constituted an adequate response to proposal

that asked for report describing how the company will assess the impact of climate change

on the company and its supply chain The Staff found that the proposal was not substantially

implemented by simple reporting of actions in response to the changing environment As the

proponents in that example noted Kroger had failed to describe how it will arses the effect of

climate change on the company including on its supply chain Snmlmly mthe present case

the company describes some actions is taking on nutrition but it does not assess as requested

in the report the effects that the changing policy and public opinion environment are having

and mayhave on the company

Even though the company mayhave internally or implicitly conducted sonic of the

assessments requested by the Proposal in order to conceive of the actions that it reports on

regarding nutrition its reporting to shareholders indicated by and accompanying the letter

does not fulfill the guidelines of the Proposal in disclosure of an appropriate assessment

similar fact pattern and assertion occurred in Occidental Petroleum February 262009
where the proposal requested that the company review the policies and procedures that guide

Occidentals assessment of host country laws and regulations in the companys overseas

operations with respect to their adequacy to protect the environment and the health and

human rights of indigenous populations and report the results of this review to shareholders

Neither reports of the companys actions taken to protect indigenous populations nor

discussions of its routine internal reviews of its policies and procedures on human rights

sufficed to fulfill the guidelines of the proposal to review itspolicies for assessing the legal

environment of its operations

In addition Staff precedents under Rule 14a-8iXlO demonstrate that actions which merely

approach or approximate the subject matter of the proposal are inadequate to constitute

substantial implementation where the specifics of the guidelines require other action For

instance in Dominion Resources Inc January 262012 the propoad sought report

assessing economic and environmental benefits of the company developing electrical

generation equivalent to 15% of the companys sales from wind and solar power The

company had described activities and assessments that included renewable power but not

whetherit couldproduce 15% ofitspowerfromwind andsolar Becausethe companybadnot

assessed the core question of the proposal the actions of the company did not compare

favorably with the guidelines of that proposal Similarly in the present proposal McDonalds
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reporting
does notprovide an assessmentof any oftheissues forwhichareportis soughtby

the Proposal

CONCLUSION

As demonsliated above the Proposal is not excludable under the Rule 14a-8i10 because its

reporting
does not live up to the guidelines of the Proposal Therefore we request the Staff to

inform the Company that the SEC proxy rules require denial of the Companys no-action

request In the event that the Staff should decide to conóur with the Companywe respectfully

request an opportunity to confer with the Staff

Please call meat 413 549-7333 with respect to any questions in connection with this matter

or ifthe Staff wishes any further infonnation

Denise Home

John Harrington

kor Lewis

Attorney at Law

cc
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Appendix The Proposal

Evaluafing Our Companys Policy Responses and Financial Risks

Regarding the Childhood Obesity Issue

Whereas the contribution of the fast food industry to the global epidemic of childhood obesity

has become major public issue

The Centers for Disease Control reports that in US children born in the year 2000

wilidevelopdiabetesasaresultofdiet

Childhood obesity greatly increases the risk of diabetes hypertension heart disease

cancers asthma arthritis reproductive complications and premature death

study from the Institute of Medicine of the National Academies IOM concluded

that fast food maricting influences childrens food preferences diets and health In

2009 the IOM recommended that local governments take actions such as adopling

zoning policies that restrict fast food near schools and limiting the density of fast food

restaurants in residential communities

Growing public concerns have spurred action by policymakers

In August2010 Congress subpoenaed 48 food compames mcludmg our company to

submit data to the Federal Trade Commission regarding marketing activities and

product nutrition

In January 2011 the USDA released 2010 Dietary Guidelines recommending

limiting the fast food environmenr as key to healthy eating

In January 2011 Senator Harkin introduced the HeLP America Act of 2011 to restore

the miemaking authority of the FTC to issue restrictions on unfair advertising to kids

In June2011 the American Acadertiy of Pediatrics released policy statement calling

for total ban on child targeted television junk food advertising as well as interactive

digital advertising

In July 2011 the U.S Interagency Working Group on Food Markàting to Children

proposed nutrition standards to limit marketing unhealthy foods to children

On December 12011 San Francisco implemented an ordinance prohibiting toys with

childrens meals failing basic nutritional standards Instead of complying with the

spirit of the law our company exploited legal loophole to include toy for nominal

fee with kids meals instead of meeting the nutrition standards mandated by the law

Other municipalities are currently considering passing similarmeasures

leading obesity research institution the Yale Rudd Center on Food Policy and Obesity

recently released study on fast food marketing and nutrition Thà study reports that 21

percent more preschoolers saw McDonalds ads in 2009 than 2007 The study ranks our

companys nutritional quality among the worst and notes that our marketing especiafly targets

Hispamc and African American children

Resolved

Shareholders request that the Board of Directors issue report at reasonable expense and

excludmg propnetaiy information withm six months of the 2012 annual meetmg assessing
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the companys policy responses to growing evidence of linkages between fast food and

childhood obesity diet-related diseases and other impacts on childrens health Such report

should include an assesanient of the potential impacts of public concerns and evolving public

policy on the companys finances and operations
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BYELECTRONICMAIL

U.S Securities and Exchange Commission

Division of Corporation Finance

Office of Chief Counsel

lOOFStreetN.E

Washington D.C 20549

eholderproposassec.y

Re Request to Exclude the Shareholder Proposal Submitted by John Barrington

Ladies and Gentlemen

write to supplement myletter ofianuary24 2012 which requested that the staff .concnr

that McDonalds Corporation the Company may exclude John Barringtons proposal the

Proposal from its 2012 proxy materials wider Rule 14a-8iXlO In that letter we advised

that the
report requested by the Proposal has been substantially implemesited in that the

Companys existing publicly available intbrmation addresses the matters described in the

Proposal To further illustrate this point the Company wishes to provide the staff with the

following additional infonnation and documents

First as noted in myJanuary 24th letter the Company has squarely addressed the topic of

nutrition in its sustainability reports since 2004 Relevant excerpts of the Companys

sustainability reports are attached as Exhibit These excerpts from the sustainability reports

clearly demonstrate the Companys long-standing commitment to continually assessing its

policies on well-being and .nutrition and specifically on the childrens nutrition matters

highlighted by the Proposal

Second since 2006 McDonalds USA has annually pledged to the Council of Better

Business Bureaus its compliance with the Childrens Food and Beverage Advertising

1The Sustainability Reports are also publicly available at

.aboiflmdonI .com r4sustainabjlity/1brav/ost sustjtv CR.reports

Dnt iOOfl
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Division of Corporate Finance

Office of the Chief Counsel
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Initiative copy ofthe February 2010 pledge is attached as Exhibit 22 Among other pledges

McDonalds USA has pledged that 100% of McDonalds National Advertising priniarily

directed to children under 12 years old will fUrther the goal of healthy dietary choices by

advertising products that represent healthy dietary choices McDonalds USA also pledged to

distribute advertising that prominently includes healthy lifestyle messages designed to appeal

to children

In suip the publicly available information described above is further evidence that the

Companys existing disclosures substmetially implement the Proposal The report requested by
the Proposal is therefore unuecessary and rednnilnnt This position is consistent with the staffs

history referred to on page of my letter of January 24 2012 of permitting exclusion of

proposals requeslmg that company prepare report on topic that has already been addressed

by existing disclosures or other publicly available documents As result the Company requests

that the stafl concur that the Proposal may be excluded from the Companys 2012 proxy

statethent under Rule l4a-8i10

If you have any questions or need additional information please feel free to contact me at

630 623-3154.Because we win be filing preliminary proxy ststcnt on or about March 5th

we would appreciate hearing from you at your earliest convenience When written response to

this letter is available would appreciate your sending it to me by e-mail at

denise_home@us.mcd.com

Sincerely

Denise Home

Corporste Vice President

Associate General Counsel and

Assistant Secretary

cc JohnHarrington

AlanL.DyeandC.AlexBalm

Hogan Lovells

Enclosures

2Se also the supplemental report which ispublicly available at

FOOD PLEDGE 2008 udf

Docunisnt 1032077
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Whether its quick breakfast lunch on the go or dinner with

the kids customers come to McDonalds for quality food at great

value Our goaL is to continuousLy improve our classic offerings

and increase the number and variety of new options that deliver

the great taste and balance our customers seek

In addition to an evolving array of menu items we also offer

many ways for customers to learn about the nutrition information

of our food We pay particular attention to our offerings for

chiLdren and how we communicate about them to both children

and their parents

With guidance from our Global Advisory CounciL GAC we

continue to evolve our overall approach while supporting our

individual maikets in meeting the specific needs and requirements

of their Local cultures and governments Since 2004 the GAC

has provided McDonalds guidance on key areas such as global

nutrition labeling McDonalds Nwhat eat what do childrens

well-being platform the deveLopment of internal metrics to gauge

our progress and approaches far motivating children to eat

more fruits and vegetables

McDona ds zoio Warldw de Corporate Responsibility Report

Oi

Giving our customersquality

choice and value

.1
miy

Well

Seascied
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CHOICE FOR ThE WHOLE FAMILY

McDonalds is enhandng the nutrition profile

of core products white contlnulngto introduce

range of new choices For examphe

LowerSodhim Qticken-McDonalds Canada

has reduced the amount of sodium In alt of

Its menu items
featurlnggrllled chicken For

example the Chicken Snack Wrap Indudesa

sodiun edxedto rtilla chicken and ranch

sauce resulting In total sodium reduction

of nearly one-third 32%

Whole olnAmjTkne-AHU.S.restatrants
have begun ffuduigFniltMapIe Oatmeal

adeltcious and wholesome snackthat has

two saM sof whole gralnsa half cup of

fruit maple fIavos brown sugar and atouch

ofcream.Availablealtdayitislowinfatan

excellent soirce of fibea good source of

vitamin and only 290 calorIes

esndotlonhick-Approved Meals-

McDonalds Australia works with the Heart

Foundationto identify McDonakfs meats

that meetthe strict criteria needed to earn

the Heart FoundatlonTtck.ThIs symbol

been independently tested and contain less

than 2% saturatedfat virtually no trans fat

and at leastone serving of vegetables

NUTRITiON AND WELL-BEING

NEXT-GENERATION HAPPY MEALS

Over the last several yearsHappy MeaL offerings around the world have been enhanced to

offer range of side and drink options such itbags carrots apple slices corn

cups soy miUçwater and juices Afteramutti-yem effort to increase the breadth and depTh df
HappyMeal dioiceftems.wenowofferafruitvegetable ordairyoptlonforHappyMealslnalt

of our top nine markets Moving forward we continue to seek ways to expand choice options

and improve the overall nutritional profile of the Happy Meal

In an effort to further enhance the Happy Meal experience McDonalds France encouraged

kids to eat more fnilt In 2010 with thelrLes Mercredls aC uerCnmchy Wednesdays On

the first Wednesday of each month kids received free bag of apple slices and grapes with

the purchase of Happy MeaL McDonalds USA is currently testlngthe concept of includingan

additional fruit or vegetable side opfioO in every Happy MeaLmey are also testing breakfast

Happy Meal that would include at Least one serving of fruit

We find thatthe best Happy Meal choice Ideas tend to originate atthe market level and

then travel around cir System Corn c.s were first introduced In China In 2006 and are now

offered in Japan South Africa MalaysIa and multiple countries in Latin America We are also

seeing more beverage options In our ppy Meals around the world Includingsoy milk

naturatfruit juices and flavored waters

WHAT WEVE ACCOMPLISHED
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NUTRITION AND WELL-BEING

Anlrnaedmukvideosfeaturlflgfim.choracters like the YwnmMreandfricusing nfnsits

vegetesonddofry

InteractivegsfeaingShrekandtsfrendscboogfrufrsondvegetobles

CelebritylimnplesdeairmgwhotfoodthokesSwekdiaiaaeispiefer

Like alL of our advertisin this campaign followed air Childrens Global Marketing Guidetines

WeolwncenseactoroCtersanoproperttesto encatageacencDoionceooGaIoces

frrchilnm oo thee fruit and vegetobl .5 frE to eat

3mmoetothfldrenposwvernessagesthatsçportthuiI-bebodgmindcndspirft

ProvidenutrWon info ationfor our foodto help parents and ftimilies make informed

food choices

5Er ethe supportof subject rn otter exper ad lnf onnedthird parties to help guide

our efforts for children and
families worldwide

McD nalds understands the Importance

of responsible arketing practices and we

take our conimunicatlon with children and

families seriously MCDOnaldS Childrens

Global Marketing GuidelInes coritlnueto

provide acgmonsetofrulesfocrespaaslble

commimication to children in our markets

around the world

Buildlngonthlsflveofourmajormarkets

-Australia Brazil Canada Mexico and

the United States -have committed

to Food Marketing Pledges for Kids

McDonalds Europe has also committed to

coinprehensivesetofresponslblemarketlng

prlnclples.The pledges vary by market and

circumstances but generally state that the

food McDonsfeaturesinadvertising

to children must meet specific nutritional

criteria including defined levels Of calories

fat sodium etc In the UnitedKingdom

McDonakfsensuresthatall Happy Meal

advertising includesthe governmentsflve

a-day messagewhich promotes eating at

leastflve portions of fruits and vegetables

each day

MAKING FRUITS AND VEGETABLES FUN MAKING COMMITMENTTO

In May 2010 McDonaLds launchedaGlobal Happy Meal promotion featuringthe characters
MARKET RESPONSIBLY

from DreamWorksShrek ForeverAfter The promotion ran inth majority of our major

markets and was translated into nine languages

Advertising and packaging featured fruit vegetable and dairy ltemssuch as carrots apple

slices or milic.There were also interactive games such asa pop-out Puss In Boots who makes

drinking milk more fun Online activities Indude

26



MORE WAYSTO GET NUTRITION INFORMATION

Information Is power but only If Itis accessible and easy to understand Thats why

McDonalds puts nutrition information Inthe hands ofits customers In as many ways as

possible ALl of our markets us two or more of the following methods

McDonalds websftes Third-party websftes

Mobile devices Packagiflg

Broclwres Troyliners

Toli-freephone lines Voochotedinfonnation

CHALLENGES AHEAD

ltis dear that nutrition and welt-being wlU

remain topic of significant Interest to

society for the foreseeable future Opinions

on how to addressthe challenges will

continue to evolve and McDonalds will

continue to listen learn and identify ways

todomore

The world is changjng and consuner

expectations continue to evolve.Thatswhy

McDonalds continues to provide expanded

menu.choices and nutrition information to

otrconers.Localregtdatoryacticns

related to nutritional content Information

sharingand marketing are increasing

McDonalds will continue not only to meet

these changjngregulattons but also to

provide leadership and dialogue with experts

and third parties uSing oUr influence skills

and resources toplaya rote in this arena We

wilt do our part and lookfor ways to join

otharsto do more

20T1-2013 GOAlS

Accelerate and expand food and beverage

choices canto ndvegetables

across our menu

Increase eness of fruit vegetablE

onddafryoptionsftirthllthen available on

McDonalds also complies with local laws and regulations such as menu board labeling in

the US We will continue to provide Innovative and effective ways to ensue customers can

easily access the information they are seeking

What Were Made OF 27
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Nutritton WeLl-Being

WHAT WE SERVE AND WHAT WE SAY

HELPING CUSTOMERS MAKE THE RIGHT.CHOICES

McDonalds is committed to the well-being of our customers We work together

with our employees franchisees and our suppliers to serve balanced array of-\ quality food products and to provide the information needed to make individual

choices

// There is increasing concern about obesity rates and related risks to welt-being

_.2 among consumers governments NGOs and health and nutrition experts We

take these issues senously and we are working to do what we can as company

to positively influence the situation We know we cannot address the problems

MCDONAI.DS 2008 GLOBAL ADVISORY alone but we are committed to being part of the solution

COUNCIL MEMBERS
As always we encourage freedom within the framework mindset and support

PhD NUtrit On UniVerSity of TOTOOtn.TOrOntO CA the development of best practices In our individual markets and areas of

TCIDBOWSkI the world We know One size fits all does not fit well within the McDonalds

PhD Professor of Pediatrics Baylor College of

Medicine Houstcn.1X

PhD Nutrition Un sfty of Paris Paris FR

DanniaBler

MDPhDDirectoi USDA Childrens Nutrition

Research CeBaylorColiegeofMedicine

Chairman IOM Food and Nutrition Board

HOUStOThIX

PhD Prevention Treatmentof Obesity

University of Washington at Seattle WA

PhD Professor of Exercise and Obesity Leeds

Metropolitan University Leeds UK

WbaSb
MD PhD Professor of Ibanan Nutrition

UnlversltyofMaastrichtMaastrlcht

RlcardoUauy

MD PhD President International Union of

Nutrition Scientists London UK

Gary Wittert

MD PhD Nutrition University of Adelaide

School of Medicine Adelaide Al

Our Global Advisory Council GAC Is an international team of independent experts assembled by

McDonalds to provide us with professionaiguidance in the areas ofn ion and childrens weU

belng.The Council plays vital role in helping us to continuously evolve ourthinking andapproach in

these areas Members provide us withvaluable Insights direction and ricommendotlons about how

to continue dellveinga more beneficial experience to children andfamilies

Since aoo4the GAC has provid dM nods guidance on key areas such as

Global nutrltlosi labeling

McDonalfsMiotieat whotidochlkkensweff-beingplatfonn

Potential risks and issues fæthemaselplace

Fowefrends

System So we support innovations that meet the needs of specific countries

or regions

ENGAGING WITH THE EXPERTS THE MCDONALDS GLOBAL ADVISORY COUNCIL

McDonaldsco8WordwkIeCnrp9rateResponsIbIIItyReport3D



fpugacomprthensLveroacbintopce.in2oa7McDo.1ald France Launched

comprehensive set of conenitmentsthat epitomize holistic approach to chhens welt-being

Bufidingon best practices In France and other partsof the McDonalds Systran these commitments

estabLLsla specific
framework deslgnedto guide the company as ttstrlvesto be responsible to

thildr theirfamliles and the world at Iaige

Qualinjandsafetg- This is the
firstpriority aci ss all McDonoldmarkets and in every

McDonaIdrestonrantMcDono1dFranceIsccnnnfttedtouphokBngthesestmdordsand

pursuing additional policies
and procedures to ensure the safetyand quality of McDono1ds

pro icts fr-all consumers

HquMealdoke-AddngtothetnstepresandtheteryneedsofconswneraIs

nsoingpriorityfartheMcDonaWssysterrLOloke InHoppyMàalsisespecieI

Irnportort McDonalds France Happy Mealsoffera choice of meat fish vegetables mineral

wote6 dairy products andfruits lnodditlonoptfofls for balanced meals are regularly

recomrnendedtoconsumersattherestaurwitcounter

Re ema g-McDonolds Fr mrs advertising ordy during television programs

th watched by both parents and chli Ad sements are not broadcast cAwing

programs desi gnarl solely ftrconswnptf on by children in additionRonald Gym Clubs and

vousphyskalactMtyprograntsencouragechlien to engage In sports

Env men at responslbW y-Preservingthe environment lsopriorityforthe entire

MCDOnaldS System McDonalds France contimses fro make enhancements IA all as pe cts of

its ape onsto minimize envlronmentaj impacts For exorrçl eIn monyFrench restaurants

used cook Ins tro sfarmed iflto biodiesel and used inMcD onalds delivergfleet and

pnvfrnninontnf .dirnHni nrncwnmcMhln eMhlrsn nndsrtmdhnwtharnn minlmho flwir

NurRmON AND WELL-BEING- HOLISTIC APPROACH

MCDONALDS FRANCE BEING CHiLDRENS FAVORITE

RESTAURANTS GIVES US RESPONSIBILITIES

-------
imnccte nra rurrentln undsrdsvsInnment

Rpons5Ie Food fore SustaInable Future



t4UTRITIONANDWELL-REING-PRODUCTS

Wail

asoned

lot of people ore little bit

surprised when they heorthat

McDonalds has thej and they say

Well McDonalds isjust hamburgers.

dontthinkpeoplereoiy truly

understand all of the different

evolutions that the McDonalds menu

has gone through over the years

-Chef Dan Coudreout McDonalds LISA

LOTS OF FLEXIBILITY AND REGIONAL VARIETY TO MEET

CUSTOMER PREFERENCES

Many equate the Golden Arches with classics such asthe BIg Mac end ourworid-famous FrenchfrieL

These consumerfavorites are part of our core menu butwe have continued to expand air selection

of food and beverage choices to meetihe diverse needs and preferences of customers In every

countrywherewe operate

For example McDonalds India has menu with vegetarian seionstosuItlocoItastesChIcken

end fish choices are offered but no beef orporkltums.Israelhasbothkosherand nonlwsher

restaurants Wee also Introduced LIne of Premium Salads in the majority of our nine largest

markedsevemnofferings.hicludlsigsmallerportlon-sized offeilngs like the

Petit Ptaisir sandwiches In France and chickenwrap choices in Germany.the UK and the U.S

DorHapyMeaoddeportionstabiaforyoong chlldren.They also deliveressential

nutrients that grcwlngchlkfren needIthmvftamhAand and others In our Happy

Meals we deliver choices lathe formof entteeside-dlsh and beverage optlonsthat help balance

dldrens preferences with choir nutritional needs mall of ournine
largest markets we have added

fndt and/orvegetebte options such ash it bags cherrytomatoes whoLe erain corn cups andAoole

Dippers.Yogurtdessertswithfnit are also available In most of

soft drlnks.ioo% fruit juice is one numberof menus worldwide

Inmoixj markets customers canrnix ondmotch main course side beverage and dessert choices to

eastooiloredfloppForeurnple

McDonalds once effersacholce of entries three side dishes iuit bogs.nlne beverages and

three esserts.Si inludechenytornatoesmdtwotypesofpototoofferlngs Beverages

indude bottled water ice options and osoftdrlr with no added sugos FordeSSeYt

custornersmcjcIiooseadrfnkobIeappIesauceorayogurtdrlnk

floppy Mealdolcesinthe UK Include carrot sticks bottled water.1Wce.asoft-drlnkwfthno

sugar added and semi-skimmed icmilk along wlthafnilt bag sldef dessert

In Hong Kong.HappyM ol choices Include whole gain corn ormongo-frult yogurt as sides

and for beverages juice ow-f atmllkorsoymllk

In the U.S Happy Meals can beo dwithApplefllppers emd roo% opplejuice ori%

low-fotmlik

McD onoidsAustralia offers orange of pasta choices developed especially forchildren

FOOD OPTIONS FOR CHILDREN
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In response to custemer requests and as partof ourongoing dedication to off gqualltyp and balanced choices McDonalds restatrants ma

thor fmarketsh elim ted-or substant ly reduced-the trans fatty acids trFAs Inthelrfood offerings

McDonalds USA McDonalds AustralIa McDonalds Europe

AU McDonalds USA restaurants now serve In 2004 McDonalds Australia introduced McDonalds Europe has nearly completed its

fried menu ltemswithograms of trans fatper acanola oil blend containing less than ao% plan to substantiafty
reduceTFAs In its cocking

labeled servlng.TMs includes French fries hash saturated andtrans fatTwo years lateia oils in more than 6.300 McDonalds restóurants

browns all thicken choices and the FiIet-O-FIsh second-generation alternative cocking oilwas across the continentThe new oil blends are

sandwich Introduced.The current oil isa blend of canole the res Itof years of Intensive research end

and high-oleic simfiower oil It Is virtually pIngIncoiunctionwlthsuppliersto

liersto develn and testmnv different
TEA-free contains less thasna% saturated fat ltnpraes The nutritional value of the cooking oil

and Is high lnmonowisaturatedfat.Thecanola used and uarailtee
sufficient

availability
of

acanola oil blend that dellvErsthe great
oil used Inthe blend comes from seeds grown the products to meet needs across Europe

taste McDonakfscustomersexpectatoir bo ytho meet
McDonalds Europe replaced the previously

restaurants used rapeseed and sunflower oils with blends

containing high-olelcIow-Iinolenlcrapeseed

oil andlor high-oteic sunflower at Doingtbls

achieved significant
reduction IntheTFA

content down too maximum of 2%while

limitingthesatiratedfatcontenttoa maximum

of ia%.The change of cooking oils substantially

reduceslFAsb French fries fried dilcken and

fish products.fried pies and other promotional

fried produc

NUTRITION AND WELL-BEING PRODUCTS

GIVING CONSUMERS WHAT THEYWANT REDUCING AND ELIMINATING TRANS FATS

McDonalds USA also successfelty reformulated

the bakedgoods on its national core menu

to deliver grams of transfat per labeled

servingThis includes Mclirlddles biscuits and

McDonaldland cookies Apple pies and baked

cookies were ontrackto be reformulated bythe

endof2008

French sFllet-O-Fish Chicken McNuggets

McchlckenHotApple Pie hash browns and

Crumbad Chicken east Fdetsare all cooked in

the premium oil blend

RmpoeFoodfOraSustaab1e Future



NUTRITION AND WELL-BEING INFORMATiON

WHEN IT COMES TO NUTRITION THE MORE YOU KNOW
THE BETTER

Experts agree thatbeingable to read and understand nutrition labels is essential to makfnglthrmed

dletarycholces.Wecouldntaemore.McDonaldwasoeoftheflrstrestaurantcompanleshthe

world to provide customers with nutrition Information ab ut the products we offer backu 73

Since thenthe ways we make ournutritlon information available have evolved with emerging

ted grForsom.y.ars we offered It an in-store trayliners posters and/or brodnires.Thenwe

benofferingitontheWeb and 102006 00 our padc glngOurmcpans4onafaIternativesctrcss of

nutrition Information helps consumers make Informed choices based on facts not perceptions

Mprojected.we compietedroflout of the

Nutrition lnfonnatian Initiative NlQto o.ooo

restaurants worldwide bythe end of aoo6.Thls

kokistry4eadlng Initiative provides easy-to

understand andglobalty relevant bar chart icons

to illustrate the number of atorlesfat sodlum/

salt carbohydrates and protein In most of our

coreproducts

The divelapment of this Iconic approadito

cominunlcetlngnutrltlon Information involved

extensive research and consultation with our

We are revlewlngthe effectiveness of the Nit

and exploringotherways to make nutrition

Information
practical fortodays consisnec

Many MçDonald local business units are

already using the latest advancements In

technologyto make nutrItion Infânnation

even more available In sofaurmarkets

customers can awatetheirownMcDonakrs

mealandgetltsnutrltlanfacts-allwlthafew

keystrokes ona computer McDonalds Japan

uses code onpackaglngthatallowscistomers

to access nutrition information via web-enabledGlobal Advisory CounclUhe McDomald% Europe

Nu UonstSteerbig Group other ifldependent ceJ phones
exoorts and covemment officials We also

solicited customer perspectives onthe most
econtinI won wily and vnUi

waystocomtnunlcate nutrition

ftfofl lnfonnationwe are also

cornmittedto complying with local laws and

The resulting format enables Custgmers to
regulationsthat leadto alternative methods

graspatagIance.howourfoodcanfltintoa of informing conswners.The recent legislation

balai cad net For example inv Mog menu board labelingin some US

The fonnatfoasesonthe five elements
con nunitles Isan example

experts agree are most relevant to consumer We are not sure that menuboard
labeling

Is the

understanding of nutrttlox calories protein most effectivewayto enable our customers

fat carbohydrates and sodium/salt to make Individual choices butwe are In

Fachel the cents of the
compilance with laws and regulations that

dull recommended
have been Implornented.We will continue to

monitor the effectiveness of this approach and

es
we remain confldentthat as customers learn

Theformat Is icon-based and designedto more aboutthe nutrition profiles of ourfood

be understood Independent of language

And althot itprovidesaglobal model It Is

flexible snougito be adapted to local needs

34 McOonao8WoddwldeCorpcrateRaspwaibilltyReport

ThE NUTRITION INFORMATION iNITIATIVE

AND BEYOND
customs menus and regulations

INFORMING CONSUMERS IN THE FUTURE

reflect positively on our conmnltmentto serving

responsIble foot



JIZJTRITION AND WELL4EING MARKETING GUIDELINES

FOOD COMMUNICATIONS HOW AND WHAT WE ARE

TELLING OUR CUSTOMERS

First andforemost we are committed to communicat ng responsibly econd we wantto use our

brand to make cifference Formany years ourgiobal marketingguidelines have helpedto ensure

that oiradvertislng and marketingare dear appropriate and truthful and address age-appropriate

communications to children

This year.wes rangthened our position through enhancements to ourGiobat Childrens Marketing

Guidelines whlchfurther unified cur system around common set of orincioles for marketine

to children.Ultlmately.theywlilfurthe

commwacotetD children that fit adtbfn

achildsnutrftlonolneeds

lmmtharsdpropertios
to encourage actMty and balanced food

choices childrentomoke food such as

fnætondvegetables funto eat

Provfdemitritionhfonnotfonforatrfoad

to help and fomil smoke informed

food chokes

to cMdren

MCDONALDS CHILDRENS MARKETING

GLOBAL GUIDEUNES

that scçpart th wail-b drbo4 mind

1fld5P111t
BRINGING ThE MARKETING GUIDELINES TO LIFE

.-i_ ..r.

Engagethesupportofsubjectmatter

experts and infoanedthlrd parties

to help guide ourefforts forchildren and

families worldwide

Impiamentelion of the marIa tingguldeunes Is fed Rated by ourworidwide marketing officars.The

euldelines are used bvmarketin ncies withwham we work to communicate about McDonalds

produ at country andr II esBringlngthe guidelines to life hasken many Innovativeforins

For mcam

childraonavorfetyofwellnesstopicslnBrazll
______ _________________

nchi pa series of advertisements with chinese Oympic athletes to promote food quality

ondsafety In chine

Cor.slstentlyfeat wing active children ployjng outside in commercials In Japan

Implemantingalong-term advertising program focusing on fruits and vegetables in France

RespoasDie ad for Sustainable Fates 35



DEMONSTRATING LEADERSHIP MARKET-

LEVEL ADVERTISIPI6 INITIATIVES

In some marketswe have oilaborated with

others in the food service industry and NGOs

to further improve our marketing practices to

children

McDonalds USA

In NoveIther2006McDonaIds USA signed on

as one of io charter menberstothe Councilfor

Better Business Bureaus Childrens Food and

Beverage Advertising Initiative As part of the

initiative McDonalds USA announced specific

p4eesto use edvertisingand marketing

resoi.wcesto promote childrens welt-being

National conanercials geared toward children

Imderl2 feature only meals that meet spedflc

nutrition criteria conslstentwlth healthy

dletarycholcesnomcrethan Soo calories no

more than 35% of calories fromfat and 10% of

caloriesfrcm saturated fat and no morethan

35%total sugar by weight McDonalds USA

also advertises healthy lifestyle messages and

limits use of
third-party

licensed characters to

scenarios thatprosnote healthy lifestyle choices

McDonalds Caned

McDonalds Canada signed on asa charter

mewbettoa similar Canadian httIat1ve In which

participants agree to devote at leasto% of

theiradvertisements directed to children under

12 to the omotion of healthy dietary choices

and/oractlvellvlngmessages

McDonaWsEiwops

McDonalds Europe which encompasses

cowitries with different
legislative

and

marIstIngenvironInentsis hlthe process of

developinga number of Ideaswhlch add tothe

initiatives already undertaken one market

by market level Europe has comprehensive

balanced
lifestyles

framework basedcn3

pilars expanded menu choice Including Happy

Meal menu Items such as carrot sticksfruit

bags.Julces and milk products consumer-

friendly
nutrition information and

Investing
in

partnerships and incentives to promote physical

activity particularLy among children

McDonaIds2008ddwideCorpoeResponslbifltyReport

NUTRITION AND WELL-BEING MARKETING GUIDELINES
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Dreanwarks ShrektheT1c

McDonalds 2007worldwlde promotion of

DreamWorksShrektheThlrdwastheskigle

biggest promotion of fndt.wgetables and milk

In our brands hlstciy hithe US McDonalds

rekthe Third with Gofor Green

messaging showcasingavarlety of food choices

Induding Premium Salade Preinkim Chicken

Sandwiches and Happy Meal with Chicken

McNuggets Apple Dippers and Iow-fatwhlte

or chocolate milk served ioourddid-frlendly

containers We also launched afunnewwebsite

that encouragedgreaterparticipatton in

physical activity

Dreemworks The BeeMovie

With our 200lpromotlon of DreamWodts

IamgFuPondawe contimied using licensed

thbractersto promotouruits.vegitableand

milk offerings We alsojolnedwith our long-time

partnerato Include
ace-friendly massages in

our television print radio end online promotion

corn onentsinaddltlonweusedournew

wabsiteto help chlIentake steps to promote

environmental preservation and pledgedfunds

to support Crs efforts to protect critical bee

habitats in SouthAfrica and Mexlco

Dreamworks KungFuPbnda

In itme of 2008 as part of the DreamWorks

Kung Fu Panda movie release we partnered

with Cl to protectwlld pandas one ofthe

earths mosttlTeatened species.As part of

this effort we featured information on Happy

Meal pad aging and osalneto educate children

and families cache plightof the panda We also

contributed to Crs global panda conservation

prtnwbithsupportsFandaGuarcRans

nattwe reserve staff researchersandpanda

camswhith facilitate scientific exploration

without disturbing pandas In their native habitat

End.d Spades Happy Meal

In August 2008 McQonaldb Europe partnered

with Cito launch an EndangeredAnimals

Happy Meal devotedto buildingawareness

of endangered animals.the destruction of

their habitats and sImple steps to take to

lessen Individual awlronmentel impacts Each

Happy Meal included information aboithe

eat to eight animals how they are becoming

endangered and howwecanaitwocktogetherto

Since we launched our Increased efforts on nutrition and well-beingin 2003 our ongoing chaUenge has been findingadditional waysto make

positive Impacts onthe lives of children and theirfamilles While we have made sabstantiat progress inthe area of Increasing menu choices

identifylngaddltionaibalancedfoodoptionsthatareappeaflngto our consumer base is anareanewiU continue to focus on In general Increased

menu choices have helped our business grow andwe think that as more customers become aware of the choices we offei our efforts wit

contributeto sustainable financial performance for McDonalds

GOALS 2008.2010

Accelerate and expand food eon neveragechoicesroruocs

ontinuetoathancochflthenswell-b.lneoush programs and Initlativesthat provldefun with

Contlnueto provide useful nutrition Information Inways most relevanttotodays consumers

ResponsIble FoodforaSustainable Future 31

NUTRITION AND WELL-BEING- MARKETING GUIDEUNES

USING OUR BRAND TO MAKE DIFFERENCE

Weve long been knownfor encouraging kids and adults aliketo get acttve through spcnsorsh.ps like

the Olympics and the FIFA World Cup Additional cotmtry4evet local and franchisee-led programs

have provfde4an outlet and an incentlvefor physical activityfor decades

We all know thatfun exciting
activities are what inspire ddldren.Sotheyreagreatwaytc deliver

positive messages Partnerlngwlth entertainment o.pnlzatlons like DreamWorks Studios and NGOs

like Conservation International CIhas allowed us to providea meaningful relevant experience for

children-and delIverfijnw1thapwose

LOOKING FORWARD

CHALLENGES AND OPPORTUNITIES



PRODUCTS Balanced Active LifestyLes

Offering Menu Choice

Providing Nutrition Information

Promoting Physical Activity

Marketing and Communicating Responsibly

2006



McDonalds has long played leadership role in providing nutrition information Now with the Nutrition

Inform otion Initiative McDonolcfs is taking creative and scientifically sound approach to communicating

nutrition information making it more clear and even more accessible for consumers

ORLOUIS5UU.M PRESiDE TEM iS MOREHOUSE SCHOOL OFM NL FORMER LLS.SECRETARV OF HEALTH AND HJMAN SEIWICES

cLJLPROFOROFMEDIONE.UPIVERSITYOFCAUFORNIAATSAN FRANCI5CO.MEMBER OFMcOONAWSGLOBALADVISORYCOUNCILON BALANCED UFE51YLES



OUR PRIORITIES

GLOBAL COMMITMENT .. LOCAL APPROACH

The societal trends cited in the Ceres Stakeholder

Questions and Perspective underline fundamental

opportunity for McDonalds We began in the igos

as burger destination at time when customer

expectations and needs about nutrition and balanced

lifestyles were different than they are today

Consumer expectations are changing We are evolving

along with our customers by providingawider array of

options that wifl enable usto best serve their needs

for the next 50 years as well as we have for the past

Research innovation and collaboration across many sectors are

required to address these so eds Our aim Is twofol

tocontinu mr.ffortstobepartofthesalutloaandtobufldon

owisadurship rut lath hidsatry

To this end we arev used on our Ba csdActlvs

UwhichprovWewwcustomerseiththe
toolsto make informed lifestyle choices fortheniselves and

thfandiies

WeatMcDonaIdfimsaæOirbiIfions
serveds us ha become alæiost asiconicasthe Golden Arches

thereMves.Herear.somemathersyopdontseeeveiyday

IN 2005M tlEOIM WORLDWIDE RSTMJRANTS SERVED

43millonpomdsofvblesblchxrmg3o4mNlon powxfsof

ndxedgreomovMUmonpounde oftomatoesand

gmflcnpoundsofcarrots

i8i mllllonpolmdeoffrult.lnclud gmilllonpa idsofapples-.

34 million pa applesserved lathe U.S makes McD crs

the fbtaw ..tb js leading purchaser of apples In the

count

Wassoffruftjulc. .1

W.relstsnlngtoourcostonisrs.Thslrneeds.interestsand

opimons about health and nutrition are lmportantto us

Wereientlyfonneda Global Moms Panel to give usf edback
on how bestto serve the needs of moms andfamilies around

the world

WbigtDbdsp.nd.rtscnlwaIthand
nutrltlan.Atthe corporate lav.laGlobal Advisory Council

of top academic researchers and fitness experts from

around the world ódvlses tusona diverse range of BAI Issues

includine many of His malor lot yes ranortad here

nkto region iellsttoh Ip iide osw local

hultlatlves.Forecampleln EuropLateam of Independent

food specialiststhe NutritionlstSteerlngGroupadvlses

cross-functlonaltaskforce of senior-level corporate

decision-makers ais ut BAL pr ems In Australia

McDonalds benefits from advice and recommendations

fromThe Food Group of Australiaa team of accredited

practicing dietitians

WerslkteurhidlvlàiÆaedergusilzatIons

with rtls hi AL Is We activelyseek outthe

opinions and insights of organizations like the World Health

Organization1 the International Olympic Conunittee other

ncn-goverivnental organizations NGOsLhealth

profssionalsscienticresearchers.eucators and

nutrition and fitness experts

LEADERSHIP STARTS WITh US1ENING

Our balanced active
lifestyles

effects are based enwhat ow

customerswantand Informed bythelatestsclentlficflndings

inthe fields of health and nutrttlon.To achieve air goal to

continuously Improve

pagei8 McDonalds 2006 Worldwide Corporate Responsibility Report Products Balanced Active Lifestyles



Raised on afarmbATherta Canada DL HarveyAndersongrewupunder

standing theimportanceof properlyfeedh%gthe animals onwhlchhis family

depe ded.This ate edh to career in humanantrition science

Dr Anderson is cnrr Pr lessor of Nutritional Sciences Physiologyand

MedlcalSciencesattheUnvyofThronto.HefirstworkedwithMcDoxRalds

intheate8OsaMearly9Os.HehasbeenaxneiuberoftheMcDcnaldsGIobal

Mvlsory Coundifor Balanced.Active Lifestyles since its foundingm2003

nutritionists we talk aboutenergybalancea concept

that most people still dont understand For the average

person its simplymaintaining bodyweightbybaving

input equal output We also talk about the importance

of lifestyle andwe translate that into acts of increased

activity like getting on atreat1mfl McDonalds says Yes

thats part of it but action is also about doing things

Dont just sit there do snething

Offeradivers rangeof relevant high Offer userfrIendty nutrition and other

qualityfeod and beverage diolces Invarled metionto help peopleachleveth

portion sizes and served maclean and walibelog goals

DR.HARVEYANDERSON

McDONALDS GLOBAL ADVISORY COUNCIL I0PENDOORS

Theres alot of skepticisni out there Whonlsignupwithanycompany

bntMcDonaldsrea1lydo.s care asascientlficadviaorjteflthemup

sboutthebealthofcbildrenandthe frontthlntwoyearsldont see

consumerthats one aspectThe webavlngayfmpactfladone

as act lathe qualityof the food. IwouldntbewithMcDonalds if

Sevngmethan4ScSOi.il4 dldntfuflybelievetheycare

meeIsadaywithsuchancnatstandthg

fodsafetyrecwd1s.xtraordbazy

WE AIM TO BEALEADER IN SUPPORTING WELL-BEING FOR CHILDREN AND FAMILIES

EVERYWHERE WE DO BUSINESS

Based one ngw am fromor umers independent experts regional darists and third-party organizations

we continueto develop and refine ourttree-pronged SAL program consisting of Menu Cho .Infcrmation and Physical Activity

Poteshnpts.ftinwaysforddlanand

fainiliestoincorporate activityluto their

pageig



Above Menu Cholceadvartisements

from Francatop and Italywp.T

andfoodcompamesmGermany

perspctive iodudi

Louk.teste.snefldstructureofaftelements

Appropriateness forthree separate agegroupe childern young people and adults

vake per portion

Coa th oth th ft and salads

Mblolccalcontent

Extant legal and nu castomers

ItratedtheMcDona1d thee eburgarm.Tastes flkeeburgershouId

StlftungrenId.BeefyandgriIIed...Alsoeppropdateforthflthen.

Wth dapple juice sprltzei it Is swell-balanced prlndple meal

--.-.--.-

The WHO/FAO experts report calls

foraminimumof400gramsoffrults

and vegetables perday Asfive isthe

number of
daily servings recommended

by various nutrition authorities including

the Department of Health Inthe U.K and

the ducefor Better Health coailtionln

the U.S. we determined 5erVlngsizeby

dlvidingthe daily reconimended amount

400gbythedailyrecolnmended number

of servings to obtain Sograms asa

servingsize

To calculate the KPIs we then conducted

comprehensive review of the menus In

our nine major markets as ofiwieaoo6

including core end promotional Items In

thlsrevlew1tmsthatcontalned half and

full serving sizes of fruit orvegetables

were identified This total number for

half and full servingsizes wasthen

divided by nineto obtain an aveigefor

each of the nine major markets menus

Beceusewe offer both full meal and side

dish offerIngs as well as vegetables

on sandwiches we have included both

futlandhalfservingslzesforourKPls

WHERE WE ARE MENU CHOICE

SERVING THE CHAN6ING NEEDS EXPANDING MENU CHOICES

OF OUR CUSTOMERS
Developing an appropriate key

Manythink of the Golden Arches ass place for classics such performance indicator KPI for menu

asa Big Mac croirworld-famous French frls.whlch have choice Is newterritoiy derided to

remained favorites with customers around the world thais startwlthafocusonthefoodsthat

to their hieja-quality basic lnedients like meat fish bread experts around theworld generally

vegetables end dairy andth.fact that theyjust plain taste agree people should eat more often

good.Todayhoweveweofferafarbroaderselectionoffood fruits and vegetables Specifically

andb esto meetthe diverse needs and preferences the reference usedforthe development

of cir customers around the world And based on ow strong of this KPI wasareportpreparedby

sales performance itwould appearthat our customers are an International panel of experts as

responding partofthedevelopmantoftheWorld

nI_ VucM uce new meal-sized salad sections
A..1cuiture Oganizatlon FAD Global

inAnsbfla de Japan several European countries SoflDiD4Cal
ndtheU3WeveberntoofferfreshfruftbagsinEurope and7
whole applesinAustralia and Brazil and Apple Dippers bags of

sliced apples with optional
caramel sauce in Canada and the KYPPORMANCElDlCATORS 2005

U.S In addl desserts withfcuit are available in the

munuthatcontabi at least

iservbsgoffntitorvsg.tablu 6.4Atthe regional and local levelsthŁ concept of choice gets even

more nistome aised.h BraziL for example onconutwater
Av.np.offt.sper.ckst

Is on the menu Our restaurants serve rice burgers inTaiwan and
manw.that contain at lust

porridgeintheWC.
i/zaservlngoffruitoryeg.tebles 9.3

page 20 Products Balanced Active Lifestyles



Our Happy Meals were arignaHy designedto preside portion

sizes suitable foryoung children.and thats stilt the case today

They also derwer essential nutrients growingduildren n.e4

proteIn cakiu Iron and Bvitamlns1 among others

Today under our balanced active lifEstyIe strategy wears

strMngtomaease HappyMeal options In agrowmg number

of our major markets aistomers may mixand matththeir main

course side beverage and dessert choicesto create Happy

Meals tailored ri lyfortheirch rans individual needs

andpreferences

For example McDonalds France offers diolceoffive

sandw hes side dishes ten beverages and two desserts

Sides include carrotsticks as well asiwo types of French fried

potatoes Beverages Include bottled water both fidYored and

unflavorsdtwo juice options and soft drlnkwlth no added

sugai And for dessert customers may choose drinkable

applesauce orayegurt drink

Happy Meal th asintheW.alsoinchide items such as carrot

tiled water.juice and soft drinks two typeswith

no sugar added alongwith fruft bagslde ordessert and

se dmmed organic milk McDonalds Brazil offers choice

of fourmain courses Hamburger Cheeseburger Mdlugget5

4and Grilled Cheese Sandwich carrots sticks or Frenchfries

four beverages inclung fruit drink or coconutwiter and as

an additton.awholeappleorfreshfruitsatad

Brian Ferguson came to Australia fromIreland as an

ambitious 18-year-old cook and soon became abanquet

chef for one of Melbournes most prestigious hotels

He joined McDonalds Australia as Director of Product

Development in 2002 bringing with him extensive

experience inthe hospitality and airline industries

if the publlcbelleves in wbetwere

doing It allows us to then llftth bar

little Mawr Whenwe1am1ed

SaladsplusthAnstraliaanditwas

wellaccepteditspuradnson

to experimentwith other things

Before then Idontthlnk clot of

pecplebelieedthatMcDoxaIds

couldproduce afresh crisp antasty

customer

support.wehaclthefoundationto

tryand achieve greatertldngs

LeftiheRice BeloiM CHEF BRIAN FERGUSON OPEN DOORS1Burger made of advertisement McDONALDS AUSTRALIA
Kalubi beef orspky conusiunkates

duldcen served ena Happy Mealmenu

toasted rice patty choke In Canada

was such hitin

Tatwanthatitwill

be expended to

otharAslanmarkets

thlsyear

PROMOTING CHILDRENS CHOICES

ii

icameto McDonalds not knowing

much about the qulck.servic

industry And Iwasgobsmackedby

what saw.rvebeeninthebdustry

for 35yeers andwozted.atmany

fivestablislunentsbntlhave

McDonalds restaurant
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Ieapteoftenaskme ENHANCING CUSTOMER KNOWLEDGE

Iwpewianlzethokbyb.gan
Jflcon continue major roll aetof pdnth imitition information directly on much

tohelp Influence of our gin early 2006theflrstm4orresta.want

cosopanyto doso We bellevethat our customers should

more jruits mmd
havethe same easy access to key nutrltlon.lnformatlon at

McD ids asthey do when they shop In the grocery store

happened overthe ThiswilI make iteasierfor our customers to make food choices

lost fewyeurs It thatare rlghtforthemandtheirfamilies

can beapowerful

platfonnto make

ferencebg OUR NurRmoN INFORMATION INITIATIVE

options fnrmore When it came to implementatIon wewanted to make sure

than 50 fflhlIICfl we dllditrlghtsowespentalotoftlme doingresearchand

antamersodoi consid with ourGiobal Advisory Count en Balanced

Active Ufestyles the McDonalds Eu op tŁstrltlonlst Steering

Grouendsiorbendgovenenentcr officials on whatto say and howto say itThen we spoke with

our customers tofind outtheformatthey preferredto convey

ition information
qaicidy

and simply

The resultputs essential nutrition Information right Into ow
customershands In format that enables them to grasp eta

glancehowthefoodcanfitlntoa balanced diet

Thontheflv.elementssicp.rtsagree
are mostrele to umerunderstending of nutrition

calories pr sifat carbohydrates and sodium

Foreachofthese elements the percentage of the daily

recomnenddd Intake the product provides is indicated

The mati Icon asedandcantaeunderstoodindependent

of bnguage And although ltprovidesa global modeL the

format is flexible enough to adaptto Local needs customs

and menus

hi some markets we will also be lndudlngnutrltlon Information

in the localgovernments format as well as our own

For example McDonalds Europe will bean of th.flrst

rpMwntr.nn2nm.fn .the nn-Ei.pnruWtt1nn

The new packaging debuted in February2006jn our

restaurants atthe Olympic Winter Games in Tonno Bythe

end of 2006 we expectto have it In more than 20.000 of ow
restaurants worldwide

Fg

Cb$

ACOMMITMENTTO NUTRITION EDUCATION

Concurrent wlththe packaging rolloutadditionai Information

wIlib added to our regional
and tocaiwebtites and in

restaurant materials to educate customers aboutthe nutrition

Informatlonformat and howthey can apply It Intheir
daily

lives

In 2004 some McDonalds regions around the world began

pminthignutritlOri Information about popular menuitems

on theirtreyliners
For example in aooflve million Happy

Meal Choice Charts were distributed by McDonalds WLThis

provided parents with easy-to-understand information onthe

major nutritionvahies of each Happy Meat combination listing

child Guideline Daily Amounts GDAs and even recommending

the top Happy Meat combination asjudged bythe Independent

Mums Panel

In additionto these efforts all omrmajor.markets provide

nutrition information on theirwebslteswlthavariety of

additional Information intended to help consumers make

informed th en diningat McDonalds

BETTER INFORMING OUR CUSTOMERS

Customers obtain Information in many differentways Our

aim has beento meetthetr needsthough variety of vahides

that make accessingthe information more convenientlo

measure our performance In providing nutrition Information

to custoners we are trackingwbetherthls Information Is

available in and outside of ourrestaurants

In-restaurant trayliners and brochures ioo% ioo%

Out-of-restaurant websites ioo% oo%

WHERE WE ARE NUTRITION INFORMATION
Japan uses acode

onpadkaeJngthat

allows customers

toaccsssnutrition

Inform.ticnvfa

Web-enabled cell

phones.QnntAn

explanation of the

Icons McDonalds

bwiigtoprnaent

cone

lxi

afaenc.vahmes -the GuidelIne DalyAmouats6OA4 Inthe

U5 and Canada the peckeglngwilt Include the officIal nutrition

fte nanol htrpn.jiredfnr narkeaad fnnde sinne with nr

nutrition Infotmatiom

2004 2005
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WHERE WE ARE PHYSICAL ACTIVITY

As companywithaglobal presence and ayouthfulappeal.we

feI stronglythat we should encourage an active and balanced

lifestyle especiallyfor youngpaople So we partnered with

the International OlympicCommittee agoupofoutstandii

athletes and otherfitness experts to createthe GoActivel

Program which provides opportunities for moretargeted

initiatives at the local level

Inaddltlonoverthe Iasttwo years we have

Expanded Ronald McDonalds role as anedvocate and

role modelforbalsnced.actlv lifestyles Ronald began

appearinginanewsbowiloActivelwith Ronaldavaflable

for community events and other appropriate prograinsin

seven countr

Rev npedotwglobalwebsltegoactive.comtofocizson

moms and iIlIes.The website Includes personalfltness

assessmenttool resource library an interactive virtual

trainerto help create personalized fitness programs and

othertipsto help pamalurethattheirfamilleseata

balanced dietand get arexercise

Leveragedourcccpcrateepcanorshlpstopromoteactivlty

Wearedolngthis inanumberofways Firstwehavearole

asaTOP The Olympic Partner sponsor and the official

restaurant of the Olympic Games and the Athlete Village

We have committed to continuing our Otympicspensorship

tfrough 2012 includIng our role as the exclusive worldwide

sponsor of the annual Olympic Day Run We also sponsor

the F1FAFddirationlnternatlonalede Football Association

World Cup end the UEFA Union of European Football

Associations championship games

Arotmd vorid our local business mits and owner/operators

po tavariety of local youth and family sports and other

physical activityprogrenis Examples include

McDonaldsCenadabGaActIvelFltaessQeltengeLaunched

nationally in 2005 the challenge compqlses six exercises

which elementarysdiooi students complete andthen use to

meurethelrlndlvlduÆlimprovementoverthe course of the

schoâl year More than 29ooo eb ntsfrom 329 schools

across Canada participated lnthechalleugeinoocJo6

Participating
schools earned CAD $200 per participating

classup to CAD $500 per school in physical education

credits toward new gym equipment

MDonaldsKre.iscclWmratingwithprofessionalsocc.r

team ste far soccersidlis dc.kip...ent prcgrainfor

school-age boys aiidgiris.This program addresses perceived

local deterrents to physical activity including strong social

pressures for academic achievementand lack of sufficient

playgrounds and other recreational fadilitlesit Is fresh

conce the country because it offers all Korean children

equal opportunities to participate Co-educational and

off red free of charge unlike mostjunior soccer programs.it

is expected to benefit more than3.500 childrenthisyear

McDonaktsFrancRoniild Gynt cIubaThese new PtayPlace

ceptsfeature engagingactivityzonesfor climbing

obstacle races stationary bike riding dance and basketball

Eight clubs have been opened and an additional nine are

scheduled to open in 2006

McDon.IdsUsAPauporttoPlayThisuniquephysical

education urrlculum.offeredfreeofchargetoelementary

school
physical educationteachers helps children learn

aboutand actually play gÆmesfromi countries aroundthe

world In 2005 31000 elementary schools across the country

received the cwrlculum kit and we estinvatethet seven

million children eioyed i6 million hours of educational play

FOrleftibeGo

wwwve
coenmureges
customersto lead

suthf.aturesas

afmnliyflth.ss

toclklttIpsftlm

weakandlidmective

Left.McDonaIdsIs

an Official Sponsor

.oftheFlFAWorld

CupGames.We

leverage Ronald

McDcnaldto

communicate our

commitmeotto

balanced.ctlve

ads suchasthls

Ronaldsthoes with

soccer dna

THINKING GLOBALLY ACTING LOCALLY
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Afove.M
Jap.nhascrueted

eFoodEikication

Thnew
eccesslileby

elementaryand

studentsto

mawatawaranass

of the briportance

obalanced

ectivelifestyle

MARKETING AND COMMUNICATIONS PRACTICES

Asentialobeladvwef.aiowresponsliility

is to cemunicate apenlyand honestly cut oirproducts as

well aste omo letensta of the BALprogrem and

theriby take advantage of the opportimltyto contiibuteto

Indhedual lifestyle choices.

In the past several years.we have used our marketing expertise

and resourcesto help inform consmenersaboutthekeysto

balanced active lifestyles In simple fun ways that can motivate

positive change

In March 2005wa mthed global public education initiative

to help consumers better understand the essential concept

ofenerybalance.Thecreative core of the program brings

the concept to life In brief personaily engaging message
itwhat leat and what ldo

ltswhatleotondwhotldVispartofa largereffortto

provide education and promote balanced.activs lifestyles to

childom and famliles Related pu service initiatives Include

In24and2oo.McDonaldsWC.createdaseriesof

inomladventsfeaturinganbnated characters

cafled the YWDChUITIS plcturedtop center.These colorful

characters explainthrughsonganddancehawtokeepflt

and happy by eating balanced diet drinking enough fluids

and exercising

2005we debuted anewtelevision commercial Come

Out and Play which features Ronald McDonald getting

children up off the couch and Involved lnavarletyof outdoor

sports activities.The commercial has so far aired inig local

markets around the world

end teens.To develop the site McDonalds Japan partnered

with the Association of Cooperation and Education ACE
and NHIC Internationala coropanythat produces educational

television programs and teaching materielsforthe NHK

Education channel Development of additional nutrition

health management andfood safetyciirrlculum materials and

dassroomactlvltleslsunderway

Right lnsoo4end

aoogMcDonaith

WLoWad
thencn-brmded

characters

Yumchums.who

helplafurm

dilldr.nabout

the needtn eat

balanced diet

and pursusen

active lifestyle

SENDING RESPONSIBLE MESSAGES

Our marketing and advertising standards require our

communications to

Advocate balanced active lifestyle for children and where

appropriate reflectthis in ourmarkettogand advertising

Offerappropriatefood portion sIzes consistentwlth our

Happy Meal standards and avoid portraylngthe consumption

of our food products in inappropriate situations

responsibility of pprents orguardlans

1W

Not lmplyapsychologlcal.sodal or physicaL superiority by

using McDonalds products

Use celebrities and partnerships In ways that are age

appropriate

Thestandards also define the appropriate role for Ronald

McDonald.statingthat his primary role Is to inform and

entertain and that he is our ambassadorfor balanced active

lifestyles

McDonalds employees are responsible for awareness of

these general marketing and
advertising prlnciples.Those

whose work involves brand-related communications and/or

useofMcDonaldstrademnarksmustcomplywiththespeciflc

policies
and standardsthat expand on the prlnciples.This same

expectation applies to our suppliers and ourpublicrelatlons

and advertisingagencies.To help ensure an understanding of

our advertisingand marketingguidelines andtheir practical

appllcatioiswe have Initiated an Interactiveonilne training

module for marketing staff and advertisingagencies

Marketing departments and anencies aroundthowcrld

regulartyreview planned advertisements and other marketing

materials forcompliance with ourstandards

WHERE WE ARE MARKETING COMMUNICATIONS PRACTICES

McDonald%iapans Food EducalionTiow website pictured

left provides mmtritionenergy and health management

Information alongwith iflforrnatlcn on food safety Content

from the site is used In elementary endjuniorhigh schools

around the couætryto increase ewarenessof the Importance

of balanced diet and healthy lifestlaamnongvounschildren
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Weseekto playea catering responsible self-

regulation
of advertising and ma practices

In Canadafor exempt were founding member of and

rlaayinyolvedinCoiernedchlidrensAdvertlsers

CCA.TthlsodngCanadlenconipanies
coltaborateto produce and deliver publicservlce advertising

and education cana nson iss es important to childrens

lives CCA also plays an ye role In upholdlngthe Canadian

governments system of codes and standardsfor responsible

advertisingfor children

We are actively Involved lathe
5etf-regulatory process

inthUsamemberoftbeSupportersCoimcllofthe

childrens Advertising Review Unit CARU the self-regulatory

hnk44i.f hi nnn..I hi n.li MfncfrtJwtjjtJ and

appropriateness oradvernSmgtccantaren Its Self-Regulatory

Giidellnes forOilldrens Advertising embody high standards

wit cb national advertising is expected to comply

We have developed Internal policies that govern ousadvertlslng

and marketing communications and continue to revise these

policiestoreflectthecurrentenvlrcnment These policies

rn.i-cnemr vflhIfltIfvhi1IItOCIVI

With morethan 30.000 restaurants InnS countriesmany of them servingmenu

itemsthatappealtolocaltastesandcutttwalpreferenceswefaceamaJor

challenge in gathering organizing and communicating the nutrition values of foods

and beverages served to aix more than 50 mIllion guests around the world every

day We are therefore developinganewglobal database to maintain detailed

information about our offerings

We have also established new proceduresto determine nutrition values and

manage changes in ingredients that would affect nutrition proflles.ThesP will help

to provide current and accurate nutrition information to our customers around the

world on an ongoingbasis

We acceptthat we need to enhance our credibility It is clearthat there is

significant gap between our own internal conanitmentto balanced active lifestyles

and the publics perception.Thls isa challenge we must continue to address We

atworkharderUstenevenrnoreengagewith more stakeholders and refine our

balanced active lifestyle programs and policies to gain more tnist and confidence

from the public onthese issues

ThE FUTURE

Inthe next several years.we aim to advance our balanced active lifestyles

effortsby

nuingtodevlo new menu offerings that provide our customers witha

range of choicesthat carrespondto their needs and preferences and can fltinto

abalariced diet

Developing more Happy Meal cholcas induding new entrØe offerings
and

non-carbonated eswi mitaddedsugar

tialive

OUR CHALLENGES THE FUTURE

OUR QMLLENGES

EVALUATING NUTRITION CONTENT AROUND ThE WORLD

OUR PARTICIPATION IN VOLUNTARY

SELF-REGULATORY PROGRAMS

rr -I

ubla
articulated in the International Chamber of Commerce code of

advertising practice

for core packaging Items

Continuing tbassese listen learn and evolve oiwpolidesand marketing and

communications practices so thatwe can continue our special regard for

young people

Expandlngourengagernentwithexpertstoensurethatweareguidedbythe

best scientific Information and Insight
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PRODUCTS

When it comes

to ourfood

our values are one ofour most

important ingredients

As rOOD SRIVICS OD5ANY WR POCUS HARD ON 000flNGTHS IZUSC PUNCH

fiy and making sac we save safo high-quality beef fish and pculix Bet we also

focus cncn and all of the things theycare about These days nnting
balanced

flfest4s
for themselves and their families lahigh on the lltThatswhywe

ndads ynsandouneim..Ke aising

me it auddeaviop ncwchoices meal-size salads fruitoptions sandwicheS and

HappyMeal opeioas Tbaes thowbyweorinformaeion that helps our customers

make chokes that work for them and whywe support avarlety of activities to heip

people make
physical

fitness azegularpartof thefrJives

andmomTheseAndthe

awethandquofourfoodarevcxyfmporranttousandwe
arewovk ngw th9urs pplicrs and other experts toheip ensure that natural and socialen and ed out ourfood supply chain.





BAlANCED LIFESTYLES

We are working at many levels

to help people identify realIsdc fun

ways to incorporate fitness into their

everyday lives McDonalds global Go

Activei progeam our owneil

operators continued support for

grassroots sports promoting walicing

as an entry point to fitness Ronald

McDcnald serving as motivational

advocate to get children moving

and es41ig our sponsorship of the

OlysnpicGamesOlynspicDayBunand

FlEA brld Cup as opportunities

to promote physical activitr have

also aglobaiwebsite uwsa

goactivs.com developed with the

International Olympic Committee

and the American College of Sports

Medicine which offers

information

abes leading more

active lives

MENU CHOtCE

Our menu consists of sale higl.quality food choices that can

fit into balanced lifestyles Many of McDonalds local business

units arc adding new fruit and vegetable choices that appeal to

consumer induding main course salads and developing new

HapMaal chokes

BALANCE
is simple concept

But the pressures

ofeveryday life make it

diflicult to achieve

lbdng people arc besierthan ever

andflguring outhow to balance calories-in

wthcalories-oiitwbilejugglingother

dal ypriodties Isnt easll help

were focused on roppoxtlngfunpracticsl

approaches in three atom

ofpravidlngnntritioninformationwcustomersbyincreasing

thewaysinwhichweprovidethatinkruiation-broehuresand

rra.yliners in our restaurants and

also partnering with experts to provide broadcrinfosmation

abusitbalancedliiogthróutmaterialsinourrestanrantsand

CTnYKAPICA

MxkbHsa1th
work with variety of experts

and McDonalds staff In the field to

help provide customers with options

and information that prove smart

health can taste good be

affordahicanci aboe all helen

Both the science and our values say

to focus on helping kids McDonalds

is uniquely positioned to do this

because of our special relationship

with children lIaditional Happy

provide core__
need and we ate now looking for

new options that make fruits and

vegetables fun forltids

Experts also recognize that

Is ation ambles balenced

living work with nutritionists

in many markets to develop tools

customized to local cultures that help

customers tailor their McDonalds

experience to their unique needs

om sample mama for people wish

diabetes to fact sheets with ways

to trim calories from meals these

tools incorporate simple steps Into

an approach that is convenient and

actionable
Uleiusazelyj

McDonalds

role as asociallyresponsible company

is to understand the broader needs

of our customers and to translate

evolving science into realistic

motivating steps that fit those

Ba1awedLfesIy1es
McDonalds balanced lifestyles initiatives support our goal to provide leadership in our industry on

the health and well-being issues that so many of our customers care about The trends in overweight and

obesit especially among children require attention innovation and partnership by many sector and we

arecocedsoplayingankepoxtroleinhelplngtoeffectnosltivecbanae

PHSICAL ACTIVITY

MenuchoateF-
Information education

INFORMATION EDUCATION

McDonalds continues to develop and shareinto

help people make smart and informed choices that address

their individual
lifestyle

needs.Wte buildingon our history

otherrbniw.h su hasibw tinalpecrsms andevents

needs



EALANCED LIFBSTYLS

combining variety ofLO CAL app roachesto pursue one GLOBAL goal

We take avariety of approaches to supporting balanced lifestyles
in our markets all ithin the framework of offeringarange of menu choices

providing information and education and promoting physical activity
Heres sample of some of the efforts underway in our top an markers

10
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PRODUCTS

BalancedLfestyles

More and mote people are 4ihiLing aboutwhat they eat and looking forways to be physicaUy

active While they maypursue their healthrelated goals in many differentways our custon

em want choices and the knouledge toinake the decisions that work best for them

Ourresponsibilityis to recoguize and respond to the hnportant goal of enabling informed

choice and supporting balanced lifestyles.lb be effective our responses
need to address the

realities ofpeoples lives That iswhythexnajority of our actions are determined at the coun

tryand even the corn.. y.leveLWe have developed afranieworkto guide our efforts across

the McDonalds System.This framework consists of supporting the two halves of the energy

balance equation- choke and pbysica activity-as well as third elemØntwhich Is needed

to esnpowerclioicebinathn



Mu Choice

Responding to our customers mcmi choice needs begins with

ensuring the qaalityand sak yof the Ingredients diatgo into all of

our Ibod products so that ourcustoniers are comfortable
fitting any

of them otheir personal eating styles Providing menu choice also

mea respect ag the Individuala devolving needs ofcustomcrs and

offezingavarietyofproducts tbatcan macct those needs all within the

framework of ourbusiness concept

QUALITY

At the he rt of our approach to menu choice is ourconsistcntusc of

high.qualitybasicdimtslihopotawcsbcefandfreshproduce

Our product spec ions cszelbflyoutline our Ingredient standards

Pot example our bedpattyspecification requires that hamburger

patties
be made born xoo% bee dino additives orfillera.bwoxk

mfywithsuppswhocmoffqualitystandafllL

Man3 of these suppliers arc ixands thatconsumers brow and

puithase themselves

Forflnrtheri abc tour food qualityand safety

standards please see page 6z-6z

RoDuCrvA3Im

Menuvatietyand choke esthat nm throughout our menu

bonn the types Of SadWiCISMCS and drinlrswe oflrto the range

of sizes theycomein Ourmestaurants typically serve several types of

hamburgers both fried andgrllled
A.n pr ducts fish and in many

casesarange of salads fruits and additional sandwich chokes

Around chew product offerlngsvary beyond the coin

menu to meet localtases Porexampic MtDonslds restaurants in

Japan serve apoiklbriyakiBurgcMcDonaldb Germanyoffers the

McR sandwich and manyMcDorralds restaurants in thcMioue

Eastserve ththeschichonpetties
lettuce freshonlons tomatoes andagarlic mayonnaise sauce on

dedArabk flaeadi

POitION SIZES

ArDonakrsaselectionofportionsizeslsanimpoxtantpartofour

approach to orezailmemi choke andwe offer number of different

options For rnpi each market offers awxietyofhaniburgcr

tho es of different sizes Drinks and French fries also come ma

varietyofsmall to large
sizes

is be pliased out as standard option across

the cDooalds System r...npl. it has already been phased

outin CanadaandwillbephssedoutintheUS bytheendof

zoo4 Supersize bcozcecificlinikcddmc

promotions

tabeparticuhecaretoensmethatportionsIzesinourHappy

Meals meet the utritioealneeds of children HappyMeals

HAPPY MEAL WITH CHIN McN000ET5 MADE WITH

WRITE MEAT- McDONALDS SA
ptionwthSprkedOptionwithz%LowFatMilkJug

Approximate contribution toachilds rccom.ded dailyinukefbr

chicken MeNaggets C4pc OuckenM eta Cpc
SmPxenth haaflPamchfo

Sprite Ciaos cup %awfatMllkJug

36niIt1Tt04

Calories 34% 33%

Pat 45% 50%

Saturated Pat 27% 37%

Cholesterol 8%

Protein 64% ron%

lathuroIdthiidith3oWacthky1neLSuenuDictam7Eecsce

Tnttnf1.4noor-aoo

Wlillepioductvazietyis denedartheloÆlbusinessunitlevclwe

hveaSystwidegoaiofdedcpingadditionalchoiccs-particulaxly

sandwich side and drink alternativta for kids-to ensure thatliappy

Meals remain choice both moms andkids feelgood about

Physical activity is acrkk1 component of the encrgbalancc

equation More and moru our customers are interested inrealistic

and in poiute and to their dlivea

McDonalds recognizes an opportuakyto conulbutcwharwe omto

help people mccc this need and be more pkysicallyacdve

baverecentlylaunchedaglobalprogramcaU.edGoAaivel

The goalof this program is to coordinate and accderateMcDonaldS

woridwide efforts to assist consumers in participatingin more

physical act1vhcThe GoActivel program consists of several areas of

foam

GnndngtosupportgrmcrootOits

In manycoimtriea McDonalds has along-standing hisronyof

nçpottinggrassrootssportn One ofthe prlmaxywaysinwhith

McDonaLds restaurants give back to the localcommwnityis

throughthe support of childrens spoztingefibrts.This support

varies byt.u..nt andregion depcndingon the needs of the

children and the commnnicrThe type of support McDonalds

restaziranprovide ranges fromsrçp4ng monec sports equipment

andkr coaches to spouse communityzuns skill development

workshops and
large-scale competitive tournaments

InJinie 2003 McDonalds announced the eapansion of the

me th Iripro developed byThc Coca

ColaCompanyhicdilaborationwiththeNatlonalAssodation

and Physical Education NASPE and the Presidents

3iriflgePhysicalAetivityandFitnessAwardsPrograma

program othe Presidents Covmdilon Physical
Pitness and Sports

Designed to encourage mid hool children and their muics

to incorporate physical fitness into theirlivea the program fratures

Stepometersli_ smalipedometers that track the number of

also provide nu uthar children nemid such as protem iron zinc

calciumvitaniinCand others depending onwinich HappyMeal

combination is chosen
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BALANCED LI3BSTYLBS

steps
taken- ndenccuragesparticipants to increase their

daily

walking to maintaingoodh alth McDona1ds approach is being

implemented In the US through MØDonalds Go Active Happy

Meal foradults and inmany countries inEurope as part oldie

xcgionh Salads Plus program

Hep RsnddMcDonaW

Motivation is ak ctormhelplngpeople start and maintain

physical
act

sity asaregularpart of their lIves GetMovingwith

RonaldM Don apo-ndnute1 fim-filled show that incorporates

miçmusc gnd games tog Ida and families moving

TheA aderny of Pediatrics provided technical review

for the shoc which can be pethmnedaxMcDoanlda uuI
mmnhiyeventa nirosner camps sod oth propriatevenues

dd.The show debuted in the amuner 02003 and

is gp med the on US.withpians brexpandhig

during 2004

Gosjsagoba1wcbsite thaaMcDonakfs has developed

in partnership with dial osal Olympic Cosumittee Itis

SportaJifodidne high-psoflic addetas stories and an interactive

chat room that allows users to eawivhficoessexpertlhesfte

also contains ani movativevirtual trainer prograni that allows

users to generate theirowri personalized fitness programs based

ontheircurrenthealthstatus activi ypcclercnces and fitness

goals Gcmths.csm is available free of charge tuweb ucxs.The site

launched inApriI2004intheUS.andwillbeinnndeiple

hogoagingSpaaisGerma PeonthInesJapanam

and Portuguese

McDon ids has alongheritage of supporting the Olympic

Games osehizd8whenMeDonald
airliflcdhambuzgcxstothcUS team after they expressed desire

fbrMcDonalds food In rSMcDonalds became aTOP The

Olympic Pa
iership progran global spouscrof the Olympic

eres Be gin 2004wewiflo our sponsorship of the

Olympic Games as well as ourrelationsliipswith the Internationa

Olympic Committee and Olymplansaroundeheworld toinspise

nhvehnl firnc arni aeriv4rvanina rnmmnn44parIi1wld
r--d

ThrjRas

The International Olympic Committee fields an annual Olympic

DayRsmtornm the ofthe Olympic Movement

and to promote fitness through sports worldwide In addition to

sponsoring the OlympicG McDonakFs became the exclusive

worldwide sponsorof this event in 2003.Thatyeam more than z6o

an two muon people pattidpated worldwide

MDonadPIayerBsrortPrvgssn

As sponsor ocbampionship football socon events such asPIPA

ke1dQmdUEPAEURDMcDonaldshdpsbxingthe

inspiration
ofwadd-class sportwtheglobalstageJmxtheaoozPlPA

Wosid thcMeDonald ayerEscort Program gave more

than xoo children ages szthrough ten the opportruilty to escort

some of footballs best and mostpcpular athletes onto the pitch

for each ofthe 6FWAWoi1dCopnmstchcs Asimilarprograin

was put in pla lot the UEPAEUBD aoo with moze than 6o
ch an European nations participating

Bee use rele eflul motiv tionalinformation is the enablerthat

makes smart choices possible itisypartofowrbalancedllksqdes

appsoach.Wearewoddsigow ways 1pcust access anduse

informationabout balanced eating andphyslcal aetivfr Ourcurrent

focus Is on three vehicles the Internet txayllnesaandbrochures

Howeverwe are alogpxogramnsmsingothervebidea

CmmmI.wingimportantInformationeffecthely-parriculady

toyouzigpeoplc-isakcyptiontcDcve1opinggoodbabits during

childhood pays dividends oughout Efe sowe are focused on using

our ability to engageyoung people to help maim cosamunications

efforts efibetive and appropriate

WRTS ON YOUR PtATE NUTRITION SUThS

In 2003 McDonaldsreintroduced the Wsa2larPhts

nuts don program firstintroduced in z99s.The program

features Willie Mmmchmigbt clay animation cbazacterwho helpakids

learn to make choices forbalanced
eatIng

and ahealdhfŁstyle

Ilie program condits ofcomnpzchensiveclassroomactivityniateziak

includingvideo segments and activieykeochureslb help reinforce the

nutrition messages series of 6o-second Whm Oms2har

Plmevignettcsbeganthringduringchildrcnspmgrammingln the

UlnApxil2003 Othorcoun riesk dlngNew7al.nil and the

thitedArabEudsates

Inneidghtpmgra

coAcrival

wiaurrz

The GoArdad

ouIacb.des avniety

toeç5sraI

It featuresafull resource Itheamyon fitness an6physical activity

provided by the intcrnationaliv-seccnnizedAmericanColknc of
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MARXBTING AND COMMUNICATIONS STANDARDS

McDonalds has highatandards and core businessvalues and

understands the Importance of responsible marketing practices

Our advertising is designedinbe cleai consistent and truthfuL As

acompanwe strive to provide leadership inourmarketing and

communications efforts While allofourcustomers are important

children arc uniquely special to us We take care to show our food

drinks and HappyMeals in the most accurate and tnthfutways

ado the languagewe use and the messages we

corn must be app to for children reflect ourbigh

standards andn toondoneviolenceorviolation of the inw involve

Ronald McDonald topromotehappiness Ca self.esteem weilness

and active lifestyles
In this same splriewe use discretion in selecting

our spckcspcopc and partnerships forkids

How We Work

While McDonalds has along history ofofferiugmenu choice

supportingpnyncai activity anaprovating miormanon about our

menu our balancedlifestyles appzoachwasfonnailyarticulated in

2003 Our Intent was to accelerate and better coordinate ourlocal and

regionalclibxtstorespondtograwlngcustornerlnterestinheakliy

lifestyIes.Wbilernostofourba1anccd1lfŁstyleserts are developed

and impkm..d at the local level we provide guidance and direction

fzrnthe corporate level to stsppm qiplPmen-vion This includes

Aaoss-Cnctionalbalancedlifestylcsmwkhzepreseutation

fralormg-mtaudkadershipohelevant departments

fromaronrid the world.Thls tease provides strategic
dleection

and f.44ts.v the shaming ofbesrpzactices across the McDonalds

System

AGlobalDhectcr ofNutritlcnwho serves as and key

point of contact for our globalgeographlc businessunlts The

Directoralsocoozdinazesdlalognewithrnanyofourkeyextexnal

stakeholdersinduding0... ........r agencies heakhptofcssional

organizations
and consumers

Aglohalnetworkofnumitionconsulesntsi.bO.gnutrkiarrist

teams itiplace in thoU S.EuropeiAnstralia and LathAmerica

Az-mcniberGlAdvisosyCoemdlonBaIancedUfestyles

en sed ofoutside
ercperrs inheahhj fitness and nutrition tons

around the woxld.The Council Is cliargedwithlocking at trends

related to balanced
lifestyles

and providinginpot and

guidance eoMcDonaldsbasedomirnesnbesubjectnmateei

expertise.TheCouncilhas encouraged McDonalds to coneid.r

untiathes that address

-Au menu choices Including fruit andusgeesbie

-Focusingoncurcmployees

-Settinggoslsandworkingtomeaswetbeimpactofourinitiathcs

-Supporting broaderresearch In the areas of health and nutrition

AlistofGlobalAdvisozyCouncllmemnberswitheheirprofrssional

credentials isavailable atMtfrlAuwmmafmsaMeaanlthrilndurrl

Sumsnaiy Reports OnBalancedhifestylesActivities

Within 7bp xo Markets

Within the global.framework described earllem McDonalds is

working to support balanced lifestyles In different ways around

tbeworld dependingon the needs andoppottunitfes present

In local markets.The followingcapsules heJlight sonic of the

activities underwayin each of the top so markets In ourSystem

The inlbnnation is current as of May zoo4.Afl claimnsaboutafóod

product are in cosnpliancewlth the
regulations

of the
country in

which the claims are made

AUSTRALIA

SaIthPbJsMerA

InAugrsst2oo3McDonaIdsAnsualinJauncdSaladsPlus

eiibitemmenup1atfonnthati..vLtaSit4n Foldovemi Boast

Ora gem ed Meffin liteVegeBurger Garden Mixed Salad

and apples.The Salads Plus items ailfeature so grams of fat orless

perserving.As part of its Salads Plus approach McDonalds Australia

also cornmitted.to provide nutrition labelingon packaging forthese

menu items.ASalads Plus nutrition brochurewas produced and made

available in restaurants In mid-2004 the Salads Plus rangewiU be

estencled to include anewlean beefbwgez and real fruit smoochic

Development of Salads Plus breakastzange baa commenced

InN mba 2003 MeDonaldsAualralia and ICdlaggs joined forces

to address agrowing needbyintroducing anewbreakast menu called

QuickStat.Researchmn.lirnr..dthat4y% oaliAusctaliatmswere

skippingbzeakfastatleastoneeamonthtbat asmanyas one in two

people in their 20s skipe
breakfast at least acouple of times aweck

and that one infour children goes toschool himgrjtmeQuickStart

menu IncludesasdectionofKdloscerealsBethtnitjuicesNesde

99% fat-kecyogures and Goniburn Valley ftuitsnacks.AQuickStart

nutrition brochuzewas made available In restaurants

H4pyMed Chokes

In Fthruarysooy McDonalds Australia launched newHappyMeal

option available forbreakfast and afternoon ineals.The newoption

ini1ui atoasted cheese and tomato sandwich sultanas raisin and

orange juice
and contains fcwertban

grains
offat per serving

In neptember 2003 MCUOnaIosaUsesaua announced apertnezsnip

withThe Food GroupAustralia atrncarediredir4ut

the company on childhood nutrition development ofakernative

HappyMeals the next generation of Salads Plus and ongoing

comnnsunicazionswithhealthprokstionsls

options
dietitians APDs who provide advice to the OOsIindUStX3eThe

Food GroupAustraliawillprovide advice and recommendations to
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InNovexnberzoo3McDonaldsAustrali

wthFltsznart onlinepersonaf training service developed bya

team ofAustralias world champion athletes that provides fitness

diet health andwelglkt4oss advlce.AU6oooMcDona1dsAustralia

employees were given the opportunity to enroll for free access

to tailoaonade z3-week diet and fitness regimes designed to suit

theieindMdealliklen Parti bcrswere given

the opporcunitytowin private txniningscssionswithAustrslian

champions tours to world classe eta valuable sporting meinorabill

and otherpthe

Nubnin
Done FsAus asw b-based nutrition allows users to

drag me iu items onto tray
and then

displays
nntrltionmfonnation

ntable andgraphfbrmnats.The site also provides iuflmnnation about

the souremofheymnziugredienia

tovisit th rlocalMcDonalds for tcurofthe restaurant from the

dning room into the IdtcbenThls Open Doors Daywas designed

to offer customers atransparentlookstwbatbappcnsbchindthc

csamter atMcDonalds and to provide an opportunity forthem to ask

ons about topies ranging fromfoodpxeparaticn to the source of

theteninmgprovided to restaurant staff

TheMcDonalcFsAustialia nutrition calculator and otherflod

zelatedinbrmation are available atwwwmekmm.au

BL1
Newchoices on the McDonalds Brazilm us include two meal-size

salads amixed greens salad andamixed greens salad toppedwith

ihfr that
replace

salads introduced thrceyeazs ago aline of

McFruitjinces- yo uice-baseddrirmks in orange grape andpàsrion

fruit flavors bidrensandwichc2

HdCke
Happy Meals offered byM Doisaldh Brazlllkature the seal

of the Sea Paulo StarePediatric
Soclet3

awardedfor their nutritional

content HappyMeal choices include Cbamnbinho cream cheese

dessert thatwas introduced ire the second half of zooz andserves asa

rich source of calcium McPruit juices are also aHappyMcal choice

AHappy Meal containing aPetit Suisseyogurt-typc dessert anda

multsmediaCD-RO1%L

Adance called The Bonald Rock whichwas raughton awebsite

D-ROM traylinersa ddanclngmrhin.tinside the restaurants

thGmus
McDonalds Br orks atthe local and

regionalicrels to initiate

and sunnoat grassroots mOrts and nhvsical activitvozopsams

Par example since 2002 the coropanyhas parenecedwithalocal

newspaper to organize one of the
laigest

student competitions in

Brazil the bavoveshighsthoolsuedents

IQwwupuy5aLvre.rMJncIm5es UU
5IUIL5

CUU aiunnn

suengthndfldrensbondsw1ththefrsthoo1s and theirintezest in

othersubectsio the cuzricuhusi.The program is now included as part

ofapublic mm.kipalpolicyforaflnursexyandpthnazy schools Ta

Cempos and Sorocaba

Websie

In 2003 Be ii 41a newwebsitc thatpzuvides nutrition

informatsadohacentnandcbildren Developedby mare

than 2Opzo5veio..k thesimofiskut.Lnc

lkDesddl oza7hs lets users drag menu Items onto atrayand

displays nutrition information as they buildtheirnseaL

TiwWMLranHassso ConbvUt allows users to calculate Bo4
MmTndexBMi and obtain amathn onadsilt obesity

burned by adults and children doing

vadous physical activities

.chea chilbthGth cvss allows parents to check their

cb ldre growth curvesbased on four indicators agegendei

height ndweight

The site aho fratures ageneral nuontableassdaHppyMeal

specific nutrition table certified by the Sao Paulo State Fivilatrics

Society avaliety of articles on nutrition andphysical activityfor

adults and kids andaspeal thonforhealth professionals

Non Gnfde

InMayaoo3 McDonalds Brazil 1aewt4.d its Nutrition Guide offered

free to customerin The guide features det1l.d nutrition

Information on menu Items arabic forcustomers to lrIt protein

carbohydrate fat cholesterol Iron and calorie levelsin their meals

andapræne of basic nutrition lessons Approximately 2.3 million

guideswere produced and distributed during 2003

The McDonalds Brazil online tools and otherinfonnatiori art

availablcatwwurmaLhormutwwsccamendie4vradem

DoTheRanaldl4vgratn

danarenershin DuringJune soo3 McDonalds Brazil conducted aspeclal program to

weave together all three components of balanced livisig.The Do the

Ronald program included

NuTamoN
CALcULATOR

AustrsliasNutlon

Celceistoris

aaliableat

fromRiodcJanoinindoorsocceibthdlvolleybalUmandball

swbnntin judo an thengdoo snedents from

zxscliodspartldpatedlnaoo Since zoor McDonalds Brazil has

conductedareglonel Learaing in Motion program in Santos In this

OavDXrs



PRODCTS

141 CANADA

CoçtoneAwanfr ore the CamvdireInthwe ofC.bildfleatth

crcg
In November 2003 the Canadian Institute of Child Health honored

McDonaldS Canada forpromoting health in nd4nyouth.The

CIcH corpo eAward is given In recognition of sustained and

broady-based programs supporting the health andwell-belng of

thildsenandthnthe

InàyFmwsbNubionRounikable

McDonalcrs chairs the an1i.n Restaurant andloodservices

AsodationscRAPitnessNutntionRoundtabie

IJgerCboJvotªPlaum
Injune 2002 McDonalds Canadalaunched the Lighter choices

uconsistingofpzoducts with
significant

reductions ofcalodcsus

far- and most often borb.The menu includes theMcVeggieBurgei

th Whole Wheat Chick uMcGxillwitb BBQ Sauce the Fruit ii

YogurtPathit ickenFajitas aswellas cnatØe and side salads.The

compxkedwithapmntCroannutritionistandkadingCn shire Yvesle in the development of

themenu

In Feb 2004 McDonalds Canada announced the

ineroduction of breakfast andhmthFdinn PxoteinPlatters each

thk than sixgrams of carbohydrates In-store
displays

provide ens swith additionalt pa and suggestions onways to

rnodifrtheIrMdona1dsmealto reduce levels of fat calories and

cathddra

MM1aker
InApril roo HappyMeal Choices offering

custosners more options to choose fromwnoxdcrisgthdrf.voekt

hamburgec cheesebugeçwemeatCh4rlrreMcNuggetsora

cheese sandwich accemp edhyasmall-size French fry

ordes dnkandafesturedtowithnewezpendedcboicesinchrding

Achoice ofz%wldte milk z% chocolatemiflc a7ounce serving

of orange juice or apple ju cc oracblld-sizc ra ounce Strawberry

PassionAwareness Fxuitopia ice tea orsoftdrink

An option ofadding apple slices and caramel dip to any-Happy

Meal rn additional charge applies or as ano.exrra-chaage

cnch fries

Nvonorreation
The McThin ilRwdRxctsbrochure which lists nutrition and

ing edient infØ mation brMcDonalds menu items is available in

emonnants throughout Canada Nuoldon infosmationwill also be

dispi inpostier foun front of the counter andinciucled on

the back of
trayliners

his also available atsvwmmdasddrcawhich

includes acomprehenaive Nutrition Calculator allowing customers

to conducts
electing

their own customizedmeal online

beibre theyvisit the restaurant

DonaWSthoofPwrren

RonaldMcDonald school ShOWS brizigCann school children fun

and interactive ssagesonwdflncsa self-esteem and
safctr Inzoo

tbcMcDoualds Canada Ronald program will roll out nadonallywitha

renewed focus on nutrltionwellness and
physical activity

CwedCbildmdAJeDtiur CC4
As albunding nisniber of CCA Canadas leading non-profit

orgaidnation designed to enco age responsible advertising
to

nd Does is been com tted to promoting

appropriate and educational adsrr sing1bda McDonalds is

wldngwithCCAtoesethatC2nfir advertisers are focused on

providinga reliable weilness program that concentrates oat healthy

rating ph sicsl activity and nieclialiteracy education

McDonalds corporate and owncr/opcxatorcontrlbutions to local

sports
or attions in Canasta including soccer clubs school fitness

programs and local hockey teams total approximately S5 million

pevyeas

DevddSfror4anr
The RcataklMcDonald SportsActivityZoneis amobileactinty

center that encourages children to come out get active and have fun

at local rnnrnmnttycvents across the province of Ontario In 2003

festivals and fhirswere served reaching approximatc1yx million

people MCDOnaldS Canada will reinvest in this ibtyin 2004 as

part of its broaderbalanced lifestyles program

CHINA

HappjMas1C
InApril 2O4 McDonalds China added several choices to their

Happy Meal offerin in Happy Mealmain course

options acheese and egg sandwich onasteamed bun and potato

and s4n DinoMeNuggets andanewdrinkoption milk

McDonalds Cliinaprovidcs nutrition information about menu

products via nuthuonleaneb in restaurants and on meivicuonsars

Chinawebeite.Thecompanywillbeginprovidingnuuidon

information on the back of trayliners In summer zool

The 1farkethig SttsthSorts Gala 2004

Paxtnexingwith auppllcrvwho share and support ourgoals is one

of McDonalds approaches to iaaues.The MarketingStore one of

McDonaldsHappyMeal toy-suppliers
in China has developed

weilness program for its-workforce.As pert of this programThe

Marketing Store held
alarge-scale galain Maith 2004 tO build

awareness of the buportance ofbeakh andweflncss and provide an

opportunityforfun fltoess frkndshipandteannvosk.Approximate

8ooo participants
attended the event 4nsinding thousands from

The Marketing Stores factories across China as well as area

government officials and 2duDonaldsrcpeescntatives The event

contest and an awards celenlosq for individual and factoryteam

winners
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Menu hoice PfrysicalActivitj nandEducionm
i.fc.DonaldHongKang

NewMenu Offerings

During 2003 Mcbonakrs Hong Kong launched several newmenu

items to Inc sechoice andvarieyforcusto2nesaincludingaGrlfled

chicken Focac nched the HappyMesiwith range of

newsideanddkchoiccs.Theseinchadehigb.calciunstrawberry

fntit yo urn pudding tides orange jnice and high

caldnlaw-fatchocolaternlIIr Incarlyaoo4thcHappyMcalnrnnu

was updated agoinwith abc addition ofEuhMcDippcra bite-size

portions of fish fillet coaredwithbread crumbs as anewrnaln

course choice.At tha same nigustansipudding-flavor

choiceswere changed to more popular mango hocolate all milk

choiccswerc converted to law-fat bigh-calcium milk and new drink

was added Qoo fruit drink

idonInfor

TMcDonaldsHongKongreatauzants trayiinets feature nutrition

in nation bourstandard menu ken slike hamburgers French fries

sbslcasandapplapws In addition apprcxxintately 120ooo nutrition

lcafletswcre madea ble in the restaurants

Support Ihe PbysicalAetivity

McDonalds BongKonghas been sponsorof Ycuth Football

Scheme atnce 1998 and in 2003 was asposisor of the Olympic Day

Rtm.T combined support forphysical activity

with anotheresuse rsonaykrRonaldMcDorisldHowe

charities.MDonaldsWhlkeraoo3Indnded 8ofompexsonreamsof

both staff and
stçplie

and vcred a2fklloaneter route

Purtberinfbxmationis available atussiursa ozdds.ctmtgn and

EUROPE FRANCE GERMANY SPAiN

UNITED KINGDOM

MeDo aids Europe has developed enmmonapproachto support

bthncedliksd hazed nethities for the region that

talkonmentsandcustomer
needs inEurope This approachwas developedbyMcDonalds

EuropeanNütionIhskFbzceaniuId-dlsclpllnaryteamcomposed

ofMcDonaldsleadezsltip from relevant departments that serves as

allaison between global and Co y4c ci
balancedllfrstyies plans

The foil ngaeaongeky-ofMcDonaWsEuzopes

EwvpmNuririistSteeringGrteb

onalds Europe works mvesyclose collaboradonwith three

top nu ritionists torn Gcrman France and the TJK who form the

McDonalds on st StcerbigGroup.This group acts as

anindependent objective sounding board forMcDonaldsEuiopean

strategies to support balanced lifestyles

sLrdsP
In 2004 i6 countries inEurope elauncbingSaladsllus asetofnew

menu options de cdto enhance the choice andvarietyofproducts

available to McDonalds customcrs.Tlze Salads Plus ofliningsindude

two meal-size Premium Salads toppedwithgrllled orcrispy chicken

amixed side salad apesto grilled thicken sandwich on olive and

sundried tomato ciabatra bread fruit andyogurtpathitwith vanilla

yogurt and an apple and grape fruit
bagi

The European utridonists

SteeringOrotap recognized the Salads Plus options as providing

even more balanced lifestyle choices krMàDonalds customers For

example the group noted that it offers severalitems that contribute

one or two portions of the recommended five portions of fruit and

vegetables aday and three citickenitenis that are good sOurces of

pro Ale flet niingnutrition information about the Salads

Plus menu hasbeeadeclopcdandreviewedl-thcNumitionist

Steering Group and is being diatrlbutcam restaurants

McDonalds Europe has begunworldngwithMedin Smart anon-

profit medialiteracyprogram that develops andpzovidcs in-school

teach ch think
critically

about

advertising liz the context of their dailylives MediaSmart is multi

onbetweenadverthersrnerSaownersgoverumeut

officislsandaexpcxts.McDonaldsEuropeispartnering

withMedia Smart in several countries and broaderparticipation is

anticipated 1fl2005

BIrjeeGuWŁ

McDonalds 6ooo plus restaurants in Europe employ more than

250000 people who eat xegularbratMcDOnalds Employees are thus

alarge and iniportant audience to reachwith information that helps

to promote balanced li es s.Mona1zalds Europe hasworlcedwlth

ateauz of external nutrition advisors to develop abalancedlifestyles

uidenuestipsforbealdaylifesqdes detailed

nutrition inftrniatioa on favcriteMcDonaldsmenu items and

several daily menu suggestions ahowinghowMcDonalds canfitinto

balanced diet andlifeatyle As part of the baoadertralningprogram

pcdoinctcrs will be distributed to all 25oooo McDonalds crew

members acroas Ewupe

IIIPL4NcZ

Aspaxtofthecoinrnibnentto qualitythathcs attheheartof

McDonalds balancedlifestyles activities McDonalds France

developed program that allowed customers to audit each offlve

importantproductsupplychaias-bee.hkbii.potatoeswheatand

salads During May andJune of 2003 number ofcustomexsvisitrd

facilities associated with each
supplychain..Tcstimonials from the

customer auditors itineraries andphotos from the one-dayvisits arc

posted on McDonalds Franccs publicwebsite

nuPLOYRE
GUIDE

EircpeEi.pIaer

Galdeoffnattpscn

Sr
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Meal Coicav

Among the HappyMeal choices offered byMcDonalds Prance is

lowes-sugar fruitconipote dessert available in two different flavors

thatwill be rotated during 2oo4

atasnmdFâecadonfrKi4

Betweenjune and December 2003 McDonalds France partnered

withLeetisn four-page d4ncwspaper foreblidren ages

seven to nine to include asexses of ra announcements about health

balance and sports PeaturingRosiald McDonald each announcement

highligisteda specific topic such as hydration greenvegetables and

safety during spot man interactive Appxr.Ttm4ySOooo

individual and school subscribers recelvcLehthQjoal one daily

basis sod an .Mtin1 föurnuillion copies ayear are distributed to

schools free ofchsrge

The customer audit reports and otherinforinarion about

weenmcâmddaft

GERMANY

ThMed Choker

InJanuaiy200lMcDonakls Germanylaichedseveralnew

HsppyMeal choices includingaDanoneyogurt drink ActhneD

and organic
milk

NnudHeah Cwrkubar

barooaMcDosGmanypartneredwithDn PAinbrosius

to developaschool currlcuhusn on basic nutrition
fcrhicja school

teacbers.The curriculum covers topics such as food
Ingredients

andprochucthnL Frachers canuse these materialsin classrooms and

can arrange tovisit aMcDonaldsrestaurantwith tb.circlasses.The

conipaaywlll siso provide teaching materials onnuixitionissues for

elemenyschoolt4w-

0Puztherinflmnnationis avsilabletwww.mcdcnahjs4e

SPAIN

H4choke
In 2003 McDonalds Spain began to offer customizableHeppyMeals

Customers now create their own HappyMcal bychoosing one ofTour

snain course choices two cfnine side and beverage choices and one of

four
optional

additional desserts.Amnong these choices areafet-fece

yogurt-based dessert milk and child-size bottiedwaten

nafendPtw
In 2oor McDonalds Spainworkedwithnutiitioniatspediatricians

and experesin nutrition nk todevelopahookcalledxoo

5erissasos C6iŁxnliiosm.The book covers
topics

such as

balanced diet for children nutrition for sports nutrition at school and

common questions about fast foodJtwas distributed to pediatricians

consumerorganizations opinion leaders andlocal schools In 2002

Leaflets on nutrition food safety and food
qualityare

made available

in McDonalds across Spain Thenutrition leaflets

provide infonnation forchildren diabetics andpeoplewithgluten

intolerance Food safety snd quality leaflets offerinformation about

ingredients and suppliers In addition restaurants displayanurrislcn

posterwith key nutrition data on menu items

Purtherinfonnation about Spains balanced lifestyles initiatives Is

available at wwurmcânaldkss

UNITED IXNGDOM

Hajpy Med Chsk
In aoo3 McDonalds UKbroadened its HappyMeal menu choices

to include semi-skimmed organic milk and ftuitbags More than so

million fruit bgsweze sold in in months McDonalds UK
also offers Fruit Shoots non-carbonated no-added-sur drinks

available in apple andblackcuxrsnt flavors These made 0027% of all

HappyMcal drink sales In 2003

nathniasdn
McDonalds TiKoffers customers avarietyofsourcesouinfounation

about its menu an balancedlifestyles including awebsirewith

aninteractiveNlatiitionCountei apdntableOarlhodbzochure

that provides nutrition ingredient
and

allergen bifonnation for

McDonalds menu items anile customer service team available to

answerquestions about die --.tdtion content of food and food

allergens
andluwl.- OmrfiuodisalsoavallableinMcDonalds

tJKrestaurants

McDonalds UXhas alsoworkedwith noted nutritionist and

authorAnita Bean to develop aveaLhy brochure This colorfiul

flildout kocluire provides parenmawith tips forhelping Idda get five

daily servings of fruits andvegetables

McDosialds Community Football Programme inparteership with

di fourUXNationa Poo ciations will train and dcploy

xo000 coaches byaoo6 to develop and expend coenmuthtyfootball

socrthagbourtheULfleinvestmnentwillmake possible an

CthaL3 millionhours of
qualified

football coacbingforyouth across

the UKJn addition McDonalds spomusors
the Rushden Dtnnvk

Football QubsYbuthCupafootball comnpetition foroo youth

teams across the c000trr

PuxtherinfcrmationabouttheMcDonaldsuKCommunky

football
programme

andother balanced
lifestyles initiatives is

available atwwurmcabnslŁjiL

conteotwas Incorporated into inserts thatwere provided free-of

ckegewIthaleadingparentswwim
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rJAPAN

Inaoo2Mcflonaldsjapan ofiied customers fourdifferent aide

items to choose fromwhen orderingExtraValueMesis ainediuni

French fries ordesafivc-pieceChickcnMcNuggetsordei

pancakes and agarden salad In March aoo4 the company added

thldcDippers

BMsdCboke
McDonaldsJapan offers both breakfast andlnncbMinner Happy

Meals Customers have choice of fourinala dishchoaces at

bzeaincludingpctkep.rlri and seven main dish choices at

munchldinnezindudlngafouspieceFlshMcflippcrs Happyldeal

beverage choices Include xoo orange juice zoo% apple juice ao%
fruit 50% vegetable juice blend oolong tea which accoinets for

over 6o% ofbeverage choices milk and carbonated beverages

Recogimizing thatJapan has one of the highest penetrations of

web-enabled cell phonee McDonaldsjapan baa developed epecial

websites to abowcellphone users to access nuteition andlIrg

Information about menu items anytime and anywhere Ilayliners

with nutrition inibunationwill become available in restaurants in

summer 2004 McDcnaldsJapan also features menu item nutrition

and alleiinkrmation on its website

ABasªDwnaraest
Since ip86 us dsjapan has sponsoredtheAll-Japan Rubber

Basebafllburnamenr In 2003 appensimately 13ooo teams -30000

grade..schoolyouth cornpetedinlocal McDonalds

USA
PravmnwSdaâ

In March 2003 McDonalds US/tintroduced three meal-size

Premium Salads topped with
grilled or crispychicken breast paired

withNewmans Own dressings.Aside saladis also cfferetLAfourth

Premium Salad toppedwith seasoned becf cheddar jack cheese and

tortilla stripawas l.nt4..l nazionallyin May2004 and the company

continues to test further expansion of the salad line

Each Premium Saladprovides two servings ofvegetahles and the

side aJadpsovides one serving ofvegceahles based on the
servingsize

defined by the US DepaxtincntofAgricufturesPoodGuidePyraniid

Inzoo3McDonaldsUSksold approrima4y x5o millionPremium

Salads

Go4aivdHpyMeaIfr4ªh
In September 2003 McDonalds began testing the GoActive Happy

Meal for adult wbichcont ned Steposneterne aStep with

booklet developed bynoted ezerdscphysiologisrpcraonalixainerto

Oprah Wuifreyandbest.eefling author Bob Greene aMcDonalds

Premium Salad and bottledwater or asok drlnk.The GoActive

RappyMcalfbradnlts Dationallyin May 2004

Bob GaveBnnoob
McDonaklsUSAisalsopartneringwlthBob Greene to bringhis

expertise about health and fitness toarange âf educational materials

available in MrDonalds restaurants and to Internal and external

In 2003 the Bob Greenelheylinerfeaturing GreenesTlps Ihe

Teadi anActive Lifestyle quiz on balanced
lifestyles

and

abbreviated nutrition information fat lceyMcDonaldsmemi items

-was featured nationwide reaching n1linn oCustomers each day

McDonakrs GoAetivelAinerican Challenge

In Spring 2004 Greenewalked and biked from LosAngelesto

slilngtonIC topromote McDonalds balancedlifestyles

initiatives and to encowageMnericans to Lead active lives

paaanu UIADS

McDc.aldUSAoJtoss

ntetyofrml.Ueralsds

tcppnlu5thathaincl

Purthermnkxmariouisavai1ableatwwwcna/dranj
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OtherMem Cboices

McDonaldsUSA also oflhrsaChickenMcGxlllsandwichFruitn

gurtParfaits roo% orange juice z% low-fat milk and at many

restaurants soup.The Made PorYon cooking system allows cuStomers

to special order menu items to help sneer their nutririonalneeds In

November 2003 McDonalds antroduced new Chicken McNuggets

znsdewithwbite meat By the end of zoo all McDonalds restaurants

in the US.will have natlonalcoze menu in place that simplifies

restaurant operations andprovides abalanccofcholccsforcustomers

Thiscore menu simplification includes the phase-out of the Super

Size
fry

and drinkoptions

Neur Happy Meal Chokes

McDonalds USA successfullytested
asezies of new menuchoices

thatwlll be available in HappyMeals.Theywlll be km-I..l
nationally

during summer 2004 andinduder

low-fat milk in regular and chocolate flavors

ioo9bpuzcapplejuicc

AppleDippezs sliced applesservedwithalow-lht caramel dip
Each order ofApple Dippers contains one serving of the

mi..ddailyintakeofftuit

Ihns
The MrDonaldtIS.AFood Nlitritionwebthu helps to educate

consumers about the nutrition content ofMcDonalds menu Items

and plan menu choices thatfirtheirneeds Reed34.e
helped develop and continue to manager esite Site lea urca_____

eMcMth4 wbichlets customers get nutrition facts on anaeal of

thwthok

CautoivskaMaahaar which allows customers to recalculate the

nutrition formation ofrnenuitcrns based onpersonal changes

th prci1 such as leaving offnrayonmase

Printable nutrition tip sheets that cover topics suchas howto oat

calories fat and carbolsydratea at McDonalds as well as meal

choices forpeoplewith diabetes

McDonalds meal suggestions HappyMeal nueritionvalues

Health1bpics and and frequently asked questions about mxtxidon

Niari ha Ifrwsati.on in the Rstaunnst

McDonaldsUSAoffarsavarletyofnutritionmatexials aboutits

menu.TheseinchideMcDooaldsYou brochures wallet cards that

sbownutrient breakdowns and food exchanges menu irifhrxnarion

forpeoplewith food allergies and sensitivities and nutrition fact

sheets on topics
such as hawto cut calories carbohydrates orfat at

McDonalds and choices forpeoplewith diabetes In 2004 trayllners

will feature nutrition information forinanyMcDonalds menu items

andquickiipsforacbicvlngbalancedlikstylcs

.MDodAllAmaanILb School Basketball Game

McDonalds inaugurated this premier high school basketball classic

27 O215 ago to recognlzcczecptional student athletes around the

counuykrmpIkhmerrts both on and off the basketball court In

2004 zgoo top male an male high school bteketball playerswere

42 fond tearameanbers selected.The program raises

thuds fbi RonaidMuDonald House Cinritics More than $3 million

has beenraised since tbegamewas flrstplayed In 5978

Furtberinfornwtionls available atwwsknahlesme/ass

54



Docunient 1032077

Exhibit

Pledge to the Council of Better Business Bureaus



Council of Better Business Bureaus

Childrens Food and Beverage Advertising Initiative

McDonalds USA Support

Entity Covered by Pledge McDonalds USA ftC rMcDonalds
McDonalds Plaza

Oak Brook IL 60523

Name of Persons Responsible for Overall Implementation of the Pledge
Nell Golden Vice President of Marketing McDonalds USA

Brand/Product Line Covered by Pledge McDonalds Food and Beverages

McDonalds believes that it can play role In helping our customers achieve balanced

active lifestyle McDonalds is pleased to offer variety of menu options for our

customers To that end we continually evaluate our menu looking for ways to serve the

products that fit into our customers lives For example our expanded menu choice

means that we offer hamburgers chicken apple slices fruit and yogurt parfaits and

salads as well as water apple Juice milk orange jiiice and iced tea

We also provide information to help our customers achieve their well-being goals Our

website tray liners brochures toll-free hotilne and much of our food packaging

including Happy Meal packaging contain nutrition information about our products

Our Happy Meal packaging also includes well-being messages and activities

McDonalds is proud of our long heritage of responsible communiiation with our

customers especially children and continues to play leadership role in the

development of standards that govern advertising for children and adults McDonalds is

an active member of the Childrens Advertising Review Unit UCARU Supporters

Council and participates in the CARU self-regulatory program

In November 2006 McDonalds announced its support of the Council of Better Business

Bureaus rCBBB Childrens Food and Beverage Advertising Initiative CFBAr that

was developed by an industiy task force whose members included McDonalds and

other food companies

McDonalds is pleased to present our support of this Initiative Because McDonalds

updates its business practices as appropriate from time to time we may amend our

support in consultation with the CBBB upon 30 days written notice to the CBSB



McDonalds Pledge

Advertising Messaging

100% of McDonalds National Advertising1 primarily directed to children under 12 years
old2 will further the goal of healthy dietary choices by advertising products that represent

healthy dietary choices McDonalds will achieve this objective by only featuring in

National Advertising3 primarily directed to children under 12 years old meals that meet

the following nutritional criteria the advertised meal must provide no more than 600

calories and no more than 35% of calories from fat 10% of calories from saturated fat

and 35% total sugar by weight Advertised Meals The Advertised Meal will either be

piece Chicken McNuggets Happy Meal with low fat white milk and apple dippers with

low-fat caramel dip or Hamburger Happy Meal with low fat white milk and apple

dippers with low-fat caramel dip Currently the Advertised Meal is the piece Chicken

McNuggets meat Nutritional information for these meals Is detailed in Appendix

In addition McDonalds will distribute advertising that prominently includes

healthy lifestyle messages designed to appeal to children Exhibit sets forth

examples of such advertising

By type of media McDonalds support of the CFBAI will be as follows

Television All McDonalds National Advertising on television

primarily directed to children under 12 years old will feature the

Advertised Meal In addition some of McDonalds National

Advertising will promote healthy lifestyle messages

Radio All McDonalds National Advertising on radio primarily

directed to children under 12 years old will feature the Advertised

Meal

jjjt McDonalds generally does not utilize print media in its

National Advertising primarily directed to children under 12 years

old

National Mvertising shall indude any commercial message paid for and approved by McDonalds USA

and its affiliates In television radio print
or Internet that Is disseminated to all or substantial portion of the

United States National advertising does not include pcint of sale materials i.e menus tray liners kiosks

signs food wraps boxes bags packages

2Mvertising primarily directed to children under 12 years old means medIa purchased according to

Nielsen standard demographics for audiences under 12 for television and internet and media purchased

according to Arbitron standard demographics for audiences under 12 for radio cr2 media purchased for

any program or website where the audience generally consists of 30% or more of children under the age of

12 years

3Measured In gross rating points at the time the advertising is purchased for successive one-year calendar

periods beginning January 1.2008



Third-Party Internet All food in McDonalds National Advertising

on third party Internet sites primarily directed to children under 12

years old will be the Advertised Meal

McDonalds Owned Websites All food on pages of McDonalds

owned websltes that are primarily directed to children under 12

years old will be the Advertised Meal In addition McDonalds will

distribute materials on its websites that prominently include

healthy lifestyle messages

IMPLEMENTA11ON SCHEDULE McDonalds commilment is effective starting January

12008

Use of Licensed Characters McDonalds will limit its use Of third-party licensed

characters In paid advertising primarily directed to children under 12 to the promotion of

healthy dietary choices.4 McDonalds will limit its use of third-party licensed characters

on McDonalds owned websites primarily directed to children under 12 to the promotion

of healthy dietary choices or healthy lifestyle messages McDonalds intends to

accomplish this objective by utilizing licensed characters primarily in conjunction with the

Advertised Meal or the components of that meal

IMPLEMENTA11ON SCHEDULE McDonalds commitment is effective starting January

12008

Product Placement McDonalds will not pay for or actively seek to place its food or

beverage products in the program/editorial content of any medium primarily directed to

children under 12 years old for the purpose of promoting the sale of those products

IMPLEMENTATION SCHEDULE McDonalds commitment is effective starting January

12008

Use of Products in Interactive Games In any interactive game primarily directed to

children under 12 years old where McDonalds food or beverage products are

incorporated into the game the interactive game will incorporate or be accompanied by

products representing healthy dietary choIces or healthy lifestyle messaging as

defined by the CFBAI

4As stated in the CFBAI prtnclples document this does not apply to the use of licensed characters on

packaging provided the packaging does not appear in advertising directed to cNjdren under 12



IMPLEMENTATION SCHEDULE McDonalds commitment is effective starting January

12008

Advertising In Schools McDonalds will not advertise food or beverage products in

elementary schools However McDonalds provides educators with curriculum materials

and activities that address childrens well-being.5

-J

IMPLEMENTATION SCHEDULE McDonalds commitment is effective starting January

12008

5As stated in the CFBAI principles document this limitation will not apply to displays of food and beverage

products charitable fundraising activities public service messaginö or items provided to school

administrators



Appendix

Supporting Data For Heafthy Dietary Choices

ThE ADVERTISED MEAL

4-piece Chicken McNuggets Happy Meal including Apple Dippers Low Fat Caramel Dip

and Jug of 1% low fat white milk or Hamburger Happy Meal including Apple Dippers
Low Fat Caramel Dip and Jug of low fat white milk

INGREDIENT LISTS

Chicken McNuggets
White boneless chicken water food starch-modified salt chicken flavor autolyzed

yeast extract salt wheat starch natural flavoring botanical source safflower oil

dextrose citric acid rosemary sodium phosphates seasoning canola oil mono- and

diglycerides natural extractives of rosemary Battered and breaded with water

enriched flour bleached wheat flour niacin reduced iron thiamin mononitrate

riboflavin folic acid yellow corn flour food starch-modified salt leavening baking

soda sodium acid pyrophosphate sodium aluminum phosphate monocalcium

phosphate calcium lactate spices wheat starch whey corn starch Prepared in

vegetable oil may contain one of the following Canola oil corn oil soybean oil

hydrogenated soybean oil partially hydrogenated soybean oil partially hydrogenated

corn oil with TBHQ and citric acid added to preserve freshness dimethylpolysiloxane

added as an antifoaming agent CONTAINS WHEAT AND MILK

Apple Dippers

Apples calcium ascorbate blend of calcium and vitamin to maintain freshness and

color

Low Fat Caramel Dip
Corn syrup sweetened condensed whole milk high fructose corn syrup water better

cream salt sugar salt disodium phosphate artificial flavors vanillin ethyl vanillin

caramel color pectin .potassium sorbate preservative CONTAINS MILK

1% Low Fat MilkJug
Low fat milk vitamin palmitate vitamin D3 Contains 25% of the Daily Value of vitamin

Hamburger
Beef Patty 100% pure USDA inspected beef no additives no fillers no extenders

Prepared with grill seasoning salt black pepper

Regular Bun Enriched flour bleached wheat flour malted barley flour niacin reduced

iron thiamin mononitrate riboflavin folic acid water high fructose corn syrup yeast

partially hydrogenated soybean oil soybean oil canola oil contains 2% or less of each

of the following salt wheat gluten calcium sulfate soy flour ammonium sulfate calcium

carbonate calcium phosphate monocalcium phosphate ammortium chloride baking

soda sorbic acid deactivated dry yeast dough conditioners may contain one or more



the following distilled monoglycerides DATEM sodium stearoyl lactylate calcium

peroxide ascorbic acid azodicarbonamide mono- and diglycerides enzymes guar

gum calcium propionate sodium propionate preservatives soy lecithin CONTAINS
WHEAT AND SOY

Ketchup Tomato concentrate from red ripe tomatoes distilled vinegar high fructose

corn syrup water corn syrup salt natural flavors vegetable source

Mustard Distilled vinegar water mustard seed salt turmeric paprika spice extractive

Pickle Slices Cucumbers water distilled vinegar salt calcium chloride alum

potassium sorbate preservative natural flavors plant source polysorbate 80
extractives of turmeric color

Onions Chopped onions

PRINCIPLES GOVERNING McDONALDS PRODUCTS ADVERTISED TO
CHILDREN UNDER 12 YEARS OF AGE

As part of its commitment to the Council of Better Business Bureaus Childrens

Food and Beverage Advertising Initiative McDonalds pledges that it will limit its National

Advertising to children under 12 for McDonalds food to responsibly portioned meals

limiting fat saturated fat and total sugars That is the Advertised Meal will provide

No more than 600 calories per meal

No more than 35 percent of calories from fat

No more than 10 percent of calories from saturated fat and

No more than 35 percent total sugars by weight

McDonalds Principles Are Consistent With Dietaty Guidelines

The Dietary Guidelines for Americans 2005 Dietary Guidelines provide

science-based advice to promote health and reduce risk of major chronic diseases

through diet and physical activity.6 The Dietary Guidelines provide guidance on total

calorie intake levels for various population groups The Dietary Guidelines also

recommend overall limits on fat saturated fat and sugar We have looked at the Dietary

Guidelines as primary source of our internal nutrition standards

For example the Dietary Guidelines recommend calorie range for sedentary

moderately active and active boys and girls ages through 13 years of 1200 2600
calories

per day McDonalds restaurants and meals appeal to range of families and

their children Consequently for purposes of this pledge we have established as our

internal benchmark an average total daily caloric intake for children 48 and 9-13

years old of 1800 calories reflecting an average of recommended calorie limits for all

For complete copy of the Dietary Guidelines for Americans 2005 go to

www.healthiems.gov/dietaiyguidelines



age groups across all activity levels of boys and girls 413 based on the Dietary

Guidelines

The Dietary Guidelines recommend that children between the ages of and 18

years should limit their calories from fat to no more than 35 percent of their daily diet In

addition the Guidelines recommend ceiling of 10 percent of calories from saturated fat

for all Americans With respect to sugars the Dietary Guidelines recommend that added

sugars be kept to minimum

McDonalds principles for the Advertised Meal are consistent with the Dietary

Guidelines The McDonalds limits on fat and saturated fat 35 percent and 10 percent

of calories respectively track the specific recommendations set forth in the Guidelines

McDonalds 35 percent by weight limitation on total sugars ensures relatively minimal

level of added sugars Significantly the McDonalds meals meeting the fat and calorie

limitations of the principles invariably derive most of their sugars from foods in which

sugar Is naturally present i.e milk and fruit The 600 calorie limitation imposed by the

McDonalds limitations ensures that the Advertised Meal does not contribute more than

113 of the average total calories children should consume

McDonalds Principles Are Consistent With the Government Standards

Responding to the growing concern about obesity in school children in the United

States the United States Department of Agriculture has called on schools to take

leadership role in helping students make healthy eating and active lifestyle choices The

agency has established the HealthieruS School Challenge which among other things

provides specific Criteria for Sales/SeMce of La Carte and/or Vended Items sold at

schools during the school day Those criteria expressly incorporate the 35-10-35

criteria as catch-all standard for Ia carte and vended items sold at elementary

schools In the absence of general standards for meal-type products we are applying

the 35-10-35 standard to the combination of items McDonalds sells as meal We
note that the HealthierUS School Challenge program also sets general calorie limit of

200 calories for Ia carte and vended items We have considered this limit in adopting

as our internal standard 600 calorie limit for childrens meal based on an average

1800 calorie daily diet

The Advertised Meal consists of an entrØe or main dish side dish or

dessert and beverage The Advertised Meal will in its entirety meet the 35-10-

35 criteria for fat saturated fat and total sugars And at 600 calories or less the

Advertised Meal is consistent with the 200 calorIe limit per item provided in the

HealthierUS Schàol Challenge program

McDonalds Principles Are Consistent With Portion ControL

The Advertised Meal constitutes portion control7 because it provides the three

elements of meal in constant format subject to an overall calorie limitation By

limiting the total calories of the Advertised Meal to 600 this ensures that the meal does

not contribute more than 1/3 of the 1800 total calories children should consume in day

For complete copy of the HealtbierUS School Cbailenge go to

teamnutrition.usda.gov/HealthierUSfindexiitml



ThE ADVERTISED MEAL MEETS THE PRINCIPLES

The Advertised Meal is either 4-piece Chicken McNuggets Happy Meal including

Apple Dippers Low Fat Caramel Dip and 236 ml Jug of 1% low fat milk or the

Hamburger Happy Meal Including Apple Dippers Low Fat Caramel Dip and 236 ml

Jug of 1% low fat milk

The following chart sets forth the nutritional values of the McNuggets Advertised Meal

APPLE 68g 35 0gb 0gb 6g 0mg
DIPPERS

LOW FAT 21g 70 .5g15 0gb 9g 35mg
CARAMEL DIP

1% LOW FAT 249g 100 2.5g20 1.5g114 12g 125mg
MILK

TOTAL 402g 375 13g1115 3.5g131.5 27g 610mg

The McNuggets Advertised Meal meets the requirements of the nutritional principles

outlined in McDonalds pledge Specifically

Approximately 31 percent of the total calories are derived from fat

Approximately percent of total calories are derived from saturated fat

Approximately percent of the total weight of the product is made up of sugars

The total calories provided by the meal are 375

Accordingly the Advertised Meal meets the 35-10-35 criteria and is well under 600

calories

4-piece

CHICKEN
MCNUGGETS



The following chart sets forth the nutrftionat values of the Hamburger Advertised Meal

APPLE 68g 35 OglO 0gb 6g 0mg
DIPPERS

LOWFAT 21g 70 .5g15 OgIO 9g 35mg
CARAMEL DIP

1% LOW FAT 249g 100 2.5g120 1.5g114 12g 125mg
MILK

TOTAL 438g 455 12g1105 5g145 33g 680mg

The Hamburger Mvertised Meat meets the requirements of the nutritional principtes

outlined in McDonalds pledge Specifically

Approximately 23 percent of the total calories are derived from fat

Approximately 10 percent of total calories are derived from saturated fat

Approximately percent of the total weight of the product is madeup of sugars

The total calories provided by the meal are 455

Accordingly the Mvertised Meal meets the 35-10-35 criteria and Is well under 600

calories



Appendix

Exam DIes of Healthy Lifestyle Messaginu

The following are current examples of McDonalds advertising that prominently

includes healthy lifestyle messages designed to appeal to children Since

McDonalds advertising changes over time these messages will also change over

time

INNOVATIVE WEBSITE

We recently updated our www.happymeal.com website for children In connection

with our Shrek the Third and Surfs Up promotions Focused on educating kids

about the importance of their well-being and empowering them to get active the

website uses innovative technology to encourage children to engage in physical

actMty by rewarding them with access to fun on-line content The site allows kids to

log their offline physical activities track their progress with children from around the

world and earn energy points redeemable for digital downloads such as unique
animations Visit www.happymeal.com to see the site content

RONALD McDONALD VIGNETTES

McDonalds has created three vignettes featuring Ronald McDonald that encourage

kids to engage in physical activity The vignettes are titled Soccer You and

and Birthday Boogie These vignettes are played during programming

targeted to children under 12 years old We provided the CBBB with copies of the

vignettes

WILLIE MUNCHRIGHT

McDonalds created unique vignette based on the Willie Munchright characters

that encourages kids to choose balanced diet This fun and colorful vignette is

played during programming targeted to children under 12 years old We provided

the CBBB with copy of the Willie Munchright vignette

10



Denise Home

Corporate Vice President

Associate General Counsel

Assistant Secretary

2915 lone Boulevard

Oak Brook IL 60523

630 623.3154

email denisehorneusjncd.com

kule 14a-8iXIO

January 24 2012

YELECTRONIC MAIL

U.S Securities and Exchange Commission

Division of Corporation Finance

Office of Chief Counsel

100 Street N.E

Washington D.C 20549

shareholdenroposa1ssec.gov

Re Shareholder Proposal Submitted by John Barrington

Ladies and Gentlemen

am the Corporate Vice President Associate General Counsel and Assistant Secretary of

McDonalds Corporation the Company The Company is submitting this letter pursuant to

Rule 14a-8j under the Securities Exchange Act of 1934 to noti1 the Securities and Exchange

Commission of the Companys intention to exclude from its proxy materials for its 2012 annual

meeting of shareholders shareholder proposal the Proposal submitted by John Harrington the

Proponent

We request confirmation that the staff will not recommend to the Commission that

enforcement action be taken ifthe Company excludes the Proposal from its 2012 proxy materials in

reliance on Rule 14a-8il0

copy of the Proposal and supporting statement together with related correspondence is

attached as Exhibit

In accordance with Staff Legal Bulletin No 14D November 2008 this letter and its

exhibits are being e-mailed to shareholderproposalssec.gov In accordance with Rule 14a-8j

copies of this letter and its exhibits also are being sent to the Proponent

Rule 4a-8k and Staff Legal Bulletin 4D require shareholder proponent to send to the

company copy of any correspondence that the proponent elects to submit to the Commission or

Document 1028629



U.S Securities and Exchange Commission

Division of Corporation Finance

Office of the Chief Counsel

January 24 2012

Page

the Staff The Company is taking this opportunity to inform the Proponent that if the Proponent

elects to submit additional correspondence to the Commission or the Staff relating to the Proposal

copy of that correspondence should be furnished concurrently to the undersigned at

denise_horne@us.mcd.com

The Company currently intends to file its 2012 preliminary proxy materials with the

Commission on or about March 2012 and to file definitive proxy materials on or about April 13

2012

THE PROPOSAL

The Proposal requests that the Companys shareholders approve the following resolution

Resolved

Shareholders request that the Board of Directors issue report at reasonable

expense and excluding proprietary information within six months of the 2012

annual meeting assessing the companys policy responses to growing evidence of

linkages between fast food and childhood obesity diet-related diseases and other

impacts on childrens health Such report should include an assessment of the

potential impacts of public concerns and evolving public policy on the companys

finances and operations

BASIS FOR EXCLUSION

Rule l4a-8iLlO The Company has Substantially Implemented the Proposal

The Exclusion

Rule 14a-8i1 permits company to exclude shareholder proposal from its proxy

materials if the company has substantially implemented the proposal The substantial

implementation exclusion is designed to avoid the possibility of shareholders having to consider

matters which already have been favorably acted upon by management Release No 34-12598

July 1976 The staff has stated that determination that the company has substantially

implemented the proposal depends on whether its particular policies practices and procedures

compare favorably with the guidelines of the proposal Texaco Inc March 28 1991 Because the

Companys existing public disclosures already address the Proposals request the Company has

substantially implemented the Proposal and therefore may exclude it from its 2012 proxy materials

Docurnenc 1028629



U.S Securities and Exchange Commission

Division of Corporation Finance

Office of the Chief Counsel

January24 2012

Page3

The Companys ExistIn2 Public Disclosures Substantially Imulement the Proposal

The Company has for many years acknowledged the importance of the subject of childrens

health and nutrition and reported in variety of ways and in number of contexts on the issues

raised in the Proposal We believe our reports have been thorough and transparent and that the

publication of another report on this topic as requested by the Proponent would not only be

redundant but would provide no meaningful new information about our efforts

The topic of nutrition and well-being has been focus area in our sustainability programs

and we have regularly reported on our efforts in this regard as early as 2004 Most recently on

December 21 2011 the Companypublished its 2011 Sustainability Scorecard The 2011

Scorecard which is attached to this letter as Exhibit and is available on the Companys website

highlights the Companys focus in five key priority areas including nutrition and well-being.1 The

Scorecard reports on efforts by McDonalds markets around the world to continue to expand food

and beveTage choices that contain fruits and vegetables and to grow awareness for these menu

items especially for children The Scorecard is recent update on the Companys efforts in this

regard and supplements the extensive information on nutrition and well-being found on the

Companys website.2 For your convenience we have enclosed as Exhibit screen shots of several

pages from our website but we invite you to explore the information directly on the site for more

complete experience Sections of the site devoted to nutrition and well-being include information

on among other things Policies and Programs Best Practices Childrens Global Marketing

Guidelines and Nutrition Information

While many of our markets provide their own reports on their efforts in the areas of nutrition

and well-being in their local languages and on their individual websites we take this opportunity to

point you to the recent commitments made by our U.S subsidiary with regard to this important

topic on our website McDonalds USA also reports extensively on its efforts with respect to

nutrition and childrens well-being on its websitc.4 We have enclosed several screen shots from

the McDonalds USA website as Exhibit

Finally we note that the Proponent has asked for an assessment of the potential impacts of

public concerns and evolving public policy on the companys finances and operations As

disclosed in our public filings McDonalds strategic plan is called the Plan to Win and focuses on

the Ps of people product place price and promotion Our efforts under the heading of product

in the Plan to Win include matters such as developing new products improving existing products

and evolving our menu to address changes in consumer preferences and the regulatory environment

Our plans and activities with regard to nutrition and well-being are largely subsumed within the

See http//www.aboutnicdona1ds.com/mcd/sustainabilitv/2O1 1_sustainability scorecard.htmL

httu//www.aboutmcdonalds.com/mcd/sustainabilitv/pur focus areas/nutrition and well beina.html

3See

http//ww.aboucdonalds.com/mcd/newsroon/electronic uress kits/mcdonalds_usa_commilmcnts_to_offer_improv

ed nutrition choices.htnl

4See bttp//www.mcdonalds.com/uslenlfood/food quality/nutrition choices.html
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product category of our strategic plan and inter-mixed with other activities aimed at optimizing

our menu so that we will be able to continue to offer products that are relevant to changing

consumer preferences In many instances it would be difficult ifnot impossible for the Company
to distinguish between activities responsive to public concerns and evolving public policy from

those which are simply responsive to consumer tastes availability of products evolution ofthe

supply chain or other matters that are part of our normal operational activity As result we do not

report separately on the financial impact of activities related to the impacts of public concerns and

evolving public policy We do however recognize that public concerns and evolving public

policy may at some point have an impact on financial results and accordingly disclose our views

on these issues in the Companys Risk Factors and Cautionary Statement Regarding Forward-

Looking Statements required in the Companys quarterly and annual SEC filings For example in

the Companys Current Report on Form 8-K filed on January 242012 the Company noted on
page 12 of Exhibit 99.2 to the Form8-K that operations plans and results are also affected

by regulatory and similar initiatives around the world notably the focus on nutritional content and

the production processing and preparation of food from field to front counter as well as industry

marketing practices copy ofthe Companys risk factors is attached as Exhibit

As the above discussion demonstrates the Companys existing public disclosures address

the requirements of the Proposal and compare favorably with its guidelines Consequently the

Proposal is excludable in accordance with the staffs history of permitting exclusion of proposals

requesting that company or its board prepare report on topic that has already been addressed

by existing disclosures or other publicly available documents See Johnson Johnson February

222008 permitting exclusion ofproposal requesting report on global warming where the

company had already included on its public website numerous materials relating to global

warming The Gap Inc March 16 2001 permitting exclusion of proposal requesting report on

child labor practices of suppliers where the companys code of vendor conduct substantially

implemented the request PPG Industries Inc January 19 2004 permitting exclusion of

proposal requesting that the board issue policy statement publicly committing to the elimination of

animal testing in favor of in vitro alternatives where the company had publicly issued an animal

welfare policy committing the company to use alternatives to animal testing Freeport-MeMoRan

Copper Gold Inc March 2003 permitting exclusion of proposal requesting amendment of

the companys social and human rights policy and publication of report to shareholders on

implementation df the policy where the company had already adopted human rights policy and

annually issued report on the policy

CONCLUSION

For the reasons set forth above it is our view that the Companymay exclude the Proposal

from its 2012 proxymaterials under Rule 14a-8i1 We request the staffs concurtence that the

Proposal may be so excluded or alternatively confirmation that the staff will not recommend any

enforcement action to the Commission if the Company so excludes the Proposal

Document 1028629



U.S Securities and Exchange Commission

Division of Corporation Finance

Office of the Chief Counsel

January 242012

Page

If you have any questions or need additional information please feel free to contact me at

630 623-3154 Because we will be filing preliminary proxy statement we would appreciate

hearing from you at your earliest convenience When written response to this letter is available

would appreciate your sending it to me by e-mail at denisehorne@us.mcd.com

Sincerely

Denise Home

Corporate Vice President

Associate General Counsel and

Assistant Secretary

cc John Harrington

Alan L.Dye
Alex Balm

Hogan Lovells

Enclosures

Document O2S629
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As beneficial owner of McDonalds Corporation stock am submitting the enclosed

shareholder resolution for inclusion in the 2012 proxy statement in accordance with Rule 14a-8

of the General Rules and Regulations of the Securities and Exchange Act of 1934 the Act
am the beneficial owner as defined in Rule 13d-3 of the Act of at least $2000 in market value

of McDonalds Corporation common stock have held these securities for more than one year

as of the filing date and will continue to hold at least the requisite number of shares for

resolution through the shareholders meeting have enclosed copy of Proof of Ownership

fromCharles Schwab Company or representative will attend the shareholders meeting to

move the resolution as required

Office of the

Decenther 2011 LEGAL DPT

porate Secretary

on

Dear Corporate Secretary

Sincerely

John Harrington

1001 2ND STREET swTE 32S NAPA CAIJFORNA 455 7O7-252-6 R00-788-0154 FAX 707-257-7923

104 A1.PAMU STNr SUITE SANTA HA.OARA CALIF0RNA 93101

wwW.HARRINGTQNIrWESTMENTS.COM



Evaluating Our Companys Policy Responses and Financial Risks

Regarding the Childhood Obesity Issue

Whereas the contribution of the fast food industry to the global epidemic of childhood obesity has

become major public issue

The Centers for Disease Control reports that in US children born in the year 2000 will

develop diabetes as result of diet

Childhood obesity greatly increases the risk of diabetes hypertension heart disease cancers

asthma arthritis reproductive complications and premature
death

study from the Institute of Medicine of the National Academies TOM concluded that fast food

marketing influences childrens food preferences diets and health In 2009 the TOM

recommended that local governments take actions such as adopting zoning policies that restrict

fast food near schools and limiting the density of fast food restaurants in residential communities

Growing public concerns have spurred action by policymakers

In August 2010 Congress subpoenaed 48 food companies including our company to submit data

to the Federal Trade Commission regarding marketing activities and product nutrition

In January 2011 the USDA released 2010 Dietary Guidelines recommending limiting the fast

food environment as key to healthy eating

In January 2011 Senator Harkin introduced the HeLP America Act of 2011 to restore the

rulemaking authority of the FTC to issue restrictions on unfair advertising to kids

In June 2011 the American Academy of Pediatrics released policy statement calling for total

ban on child targeted television junk food advertising as well as interactive digital advertising

In July 2011 the U.S Interagency Working Group on Food Marketing to Children proposed

nutrition standards to limit marketing unhealthy foods to children

On December 2011 San Francisco implemented an ordinance prohibiting toys with childrens

meals failing basic nutritional standards Instead of complying with the spirit of the law our

company exploited legal loophole to include toy for nominal fee with kids meals instead of

meeting the nutrition standards mandated by the law Other municipalities are currently

considering passing similarmeasures

leading obesity research institution the Yale Rudd Center on Food Policy and Obesity recently

released study on fast food marketing and nutrition The study reports that 21 percent more

preschoolers saw McDonalds ads in 2009 than 2007 The study ranks our companys nutritional quality

among the worst and notes that our marketing especially targets Hispanic and African American children

Resolved

Shareholders request that the Board of Directors issue report at reasonable expense and excluding

proprietary information within six months of the 2012 annual meeting assessing the companys policy

responses to growing evidence of linkages between fast food and childhood obesity diet-related diseases

and other impacts on childrens health Such report should include an assessment of the potential impacts

of public concerns and evolving public po.licy on the companys finances and operations
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December 62011

Ofice of the Corporate Secretary
s-- --

RB AcehMA 0MB Memorandum MO716

F130 John Harxington

Dear Corporate Secretazy

Please accept This letter as coiimation of ownership of 100 shares of McDonalds

Corporation Symbol MCD inthe account referenced above These shares have been

held conThiuos1y since December 2010

Should additional infonnationbe needed please feel free to contact me directly at 8r77-

393-1958 between the hours -of 1130am and 800pm EST

Sincerely

clsey Elliott

Advisor Services

Charles Schwab Co Inc

screo Mviset SeMces ktLudaa tho aocudti b1eage srvictS OarIes Sthwab Co. Inc



Flores Noemi

From TJ Fairctoth

Sent Wednesday January 18 2012 447 PM

To Flores Noemi

Subject Proposal response

Dear Noerni

apologize for my delayed response and appreciate your call yesterday did have chance to speak with Mr

Harrington at length regarding your proposal to write the
report as detailed in the resolution We are extremely

encouraged by your willingness to take positive step to address our concerns and look forward to future

progress

After very thorough consideration and based on your willingness to implement Board report Mr Harrington

prefers at this point if you demonstrate your support for the resolution by recommending yesvote in this

years proxy statement We appreciate your offer and deem it clear sign that you are willing to engage with us

in constructive ways

We look forward to further dialogue in the future P1efeel free to contact me directly with questions or

additional conespondence Thank you

Sincerely

TJ

TJ Faircioth

Research Director

Corporate Accountability International

10 Milk Street Suite 610

Boston MA 02108

617-695-2525



Exhibit

Sustainability Scorecard

Document t028629
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CEO LETTER

ABOUT THIS REPORT LESS IS MORE

As communication channels have changed McDonalds has evolved tho

length and format of our corporate social responsibility reports More and

rnoe of our information arid stories ore finding more broadly occessitile

home on the web at aboutmcdonatds.com/mcd/sustainabilily.html

iris year we have moved to shorter more focused scorocard format that

focuses on progress achieved in 2010-1 As in the past we are pnmariiy

reporting on our top nina markets Australia Brazil Canada China France

Germany Japan the Urited Kingdom and the United States When talking

about the McDonalds System we refer to our owner/operators suppliers

arid company employees around the world

We have catalogued the content in this scorecard online along with the rest

of our Global Sustainability Bite using the Gobal Reporting initiative GRI
framework on aboutmcdonalds.com

Measuring

Our Progress

Diriq v1cDcnald rihtn 55

ii busnrs. hiie imC

cin ot ht nicst ru.td har.d

triund 1Itj i.vorCL sLi
brtrt .i pr.nd rtSpiPsb

Being socially responsible is part of

McDonalds heritage and we have long

record of leadership action and partnering

to create positive change While we cant

be all things to all people we know we can

always do more We will continue to use

out size scope and influence to make

positive difference for children families and

communities around the world Doing so

creates value for both our company arid

our siakehoiders

McDonalds $tnves to make differenca

by taking
action in five key areas nutrition

and welbeing sustainable supply chain

environmental respcnsibility employee

experience and community We won at the

restaurant level from reducing the use of

energy and other resources to supporting

the local community and at the industry

and market levels from evolving our menu

to address balance arid choice to promoting

the use of sustainable sourcing

In these endeavors we continue to listen to

our custOmers and other olakaholders and

to work with outside experts and all
parts

of

our System to make tangible progress Our

actions are guided by our Values and we

hold ourselves to high standards of honesty

fairness and integrity

This Global Sustairiability Scorecard is an

example of why am proud to lead this great

brand In these pages youll
find the progress

weve made in the last year and the goals

we are trying to achieve in the future What

you will see is McDonalds commitment to

always striving to better serve our customers

and communities

Jim Skinner

Vice Chairman and CEO

McDonalds Gorporaton

We wilt COaSInUC to use

our size scope and

talent to make positive

difference for Children

families nd communities

around the world Doing

so creates value for

both our company and

our ctakeholders

Jim Skinner CEO

McDonalds Corpuration

20t GtOaM SUSAIr4AeILITY SCO51OARU



FRUIT ADDED TO ALL HAPPY MEALS

IN AND LATIN AMERICA

McDonalds iconic Happy Meal

is changing to make parents

and ktds even happier By March

2012 fruit will be automatically

included in every Happy Meal

served in U.S arid Latin America

restaurants Additional changes

includng new size of French

Fries only avaUable in the Happy

Meal wil result ri the overall

reduction of calories and fat

U.S restaurants will continue to promote

options that meet the new Council of

Better Business Bureaus Food Pledge

nutritional standards In Latin Amenca

alt combinations of the Happy Meal

will have less than 600 calories which

equates to oneihird of the World Health

Organizations daily requirement for kids

ages to 10

More than 96% o4 McDonalds restaurants

around the world offer Happy Meals with

sides of fruit vegetable or low-fat dairy as

an option By the end of 2012 every Happy

Meal purchase in Canada will feature

yogurt as well as choice of new small

fry or apples Carrot sticfts are offered in

23 countries such as Australia and France

while corn cups are offered in 13 markets

Across Europe 2800 restaurants offer

four item Happy Meal that includes fruit or

vegetable aide McDonalds Italy increased

the kid appeal of fruit by offering peeled

kIwi on stick ass Happy Meal option

creative twist that doubled the number of

Happy Meals sold with fruit during the initial

promotional prtod

8y changing the Happy

Meal to always include

fruit McDonalds is making

it fun and easy for kds to

eat foods that are good for

them We want to support

parents arid be part of th

solution helping champon

geneistions
of healthier

happier kids

-Greg Watson

Vice President Menu

Nutrition Strategy/

Staketrolder Engagement

McDonalds USA

As member of the 2010

Dietary Guidelines Advfsory

Committee applaud the

commitments made by

McDonalds They have

captured the ntent of the

Guidelines and have taken

reasoned evidence-based

approach that shouid have

positive health impact on

the millions of children and

duits McDonalds serves

everyday

-Roger Clemens Adjunct

Professor of Pharmecciogy

nd Pharmaceutical

Sciences University of

Southern California

Increase awareness of fruit vegetabl.s

and dairy options for children avaIlable

on the menu

Accelerate and expand food and beverage

choices containing fruits and vegetables

across the menu

McDonalds continues to promote the awareness of fruit vegetable and

low-fat or fatlree dairy options for children Ihrough our advertising and

promotions For example in September 2010 McDonalds France and

Italy both introduced free fruit campaigns during which fruit bags apple

slices and grapes were offered free with every Happy Meal on selected

days In addition McDonalds LiSA has pledged to promole nutrition and/or

active lifestyle messages in 100% of our national communications to kids

including merchandising advertising digital
end packaging

McDonalds markets around the world continue to expand the food and

beverage choices we offer that Contain fruits and vegetables For example

customers can now choose Fruit Maple Oatmeal in the U.S the

Farmer Salad in France and aide salad as part of any Extra Value

Meal in Latin America

KEY PERFORMANCE INDICATORS

OFFERING MENU CHOICE

2008 2007 2008 2005 2010
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MCDONALDS SOURCES 90%

OF FfSH WORLDWIDE FROM

MSC CERTIFIED F1SHERIES

Our actions have helped us become

catalyst
for industrywide change For

example McDonalds USA has phasad

out the purchase of Russian Pollock

due to unsustainable practices in Asia-

Pacific McDonalds has supported

more sustainable fish 8upply by identifying

alternative species that meet our quality

and taSte standards

MOst recently McDonalds Europe

certified our 7000 European restaurants

to the MSC Chain of Custody traceability

standard As result the almost 100

milhori FIetOFish portions served in

Europe will now bear the MSCcertif led

label McDonalds is the first restaurant

company to offer MSC-certified

sustainable fh throughout Europe

The map 4tmt acted.. U3 0.s6nitMM.ea hem

0ia01ds Euep scoi

Werp proud to otter

MSC labelled fish at en

affordable price to mifliont

of our cuntemets a.ross

Europe Its recogmsabie

independent at.creditatien

of McDonalds global

suitainabie fish standard

which Ices been ri piece

for to years

Keith Kinny

Seni@r Otrertnr Supply

Chain MtDcaaids orope

McDonalds led the way

in implementing afih

suttainability strategy

end continueS to help drive

industry progress

Jun Cannon Sustainable

Fisheries Partnership

Over the past 10 ye.rs

McDonalds commitment to

sustcunable sourctrig has been

best exemplified by our global

Sustairiabe Fisherits program

We have global purchasing

standards and perform annual

assessments of all suppliers

by the Sustainable sheries

Partnership SFP As result

9% of our fuh worldwIde

comes item Marine Stewardshtp

Council MSC certif.od fisheres

100% in the US Australia

Canada arid aropo

Set goals and make tangible progress for

priorIty products as Identified In McDonalds

Sustainable Land Management Commitment

Work with other stakeholders on next actions

resulting Irons the Global Conference on

Sustainable Beet

Reduce environmental Impacts of direct

suppliers by continuing to utilize the Supplier

Environmental Scorecard as continuous

improvement tool

McDonalds is committed to sourcing all of our food and packaging from

sustainable sources with an initial focus on beef poultry coffee palm

oil fish and fiber in 2010 more than 36% of the
virgin

fiber used in our

consumer packaging came from certified sources in the area of beet

we are paiticipating in muliiatakeholdiar initial yes suppurting more

sustainable beef in Europe Australia South America and globally Cur

2011 Environmental Scorecard results indicate that many suppliers are

leveraging thi tool to improve their environmental petormnance

KEY PERFORMANCE INDICATORS

ENViRONMENTAl IMPACTS OF CONSUMER PACKAGING

2000 2007 2000 2000 2010

.Ini 3.o .t..i 11.33 11.61 11.74 11.56 11.55

33.1% 29.6% 30.8% 28.7% 29.3%

N/A 31% 36.9%

97% 100%

99% 100% 100%

95%

N/A 91% 74%

Ecopts..omww..1abo tw
MO kIoum tAutb.ho
..4 c0..a C5.t F.nc

Gm.o..a .iqm Mo UK md ii cLS

sect se salad a..aump.

M2034 weo dputaghlnmino

hn nriera th

mumitm.em boowa it n0.b. of

b.010a0.n 0.00 SiOOU.OaISltP horn

rnma mak.c 00099 oomd p.o

thniwUwum o..aa ohio to eel

50 a0.I0O00 .od 3.0 0U.00i005 511

.ac amMO

Not motsitmg CM..

Mot.mbalag uza

3.01mM adomowt Eempoa sad A.
P.cl3 .a.kaarSp.... 4a.g

ito ra.a. 4pa.s $meepn

Mitsium MMw bid NmeZssait

and Seed AMc. 0. 001

LeiaAmeaota

Os SMOWa..p3..Arco...a.b.y

P509110 I000.1.d ..id spm.d
b.04.r 29 nod 201i 1K. total

numbs of .upc4s pcootp.ng

teo pmoum Ma ipoorn a.n4eaw

anpanmt9 Ut pac.M.5w0
of both

OoppMOs o91w9 sea Cod 0/Condo

.ndlaedtsa cosyM00 Mon onto

aowa bat.. 2009 ond2OlC

uw s..paol both .a.aa .nboo

203

lbatnwobs 013.09.3.11 and ote.aa

2000.547 2030 1602

2009 S3Ot tltitocUn.eo 2010

1999012675 MedIc

2013 ci.osi SusTAiNAeii.rn- SCORECARD 2011 OLOBM susTAiNAeiuTY SCORECARD



Increase adoption of energy-efficient

equipment and t.chnology In restaurants

KEY PERFORMANCE INDICATORS5

ENERGY USAGE IN ThE RESTAURANT
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BRAZIL RESTAURANTS LOWER

ENERGY COSTS TO PRE 2001 LEVELS

Between 2008 and today

MiJonaJd atmot 680

restaurants in Brazi operated

by 1cense Areas Dorados

have reduced environmentai

mpact and improved restaurant

protitabiity throuoh the 1Prograrna

Energia ABC The program

improves energy -rebted prattcns

fl restaurmts appes flew

tnthnoogy and hotter manages

commercaI energy contracts

and agreements

Restaurants impJeirented changes

ranging from training and the use of

LED hghts and solar window film to the

installation of energy management panels

As result Brazils country-wide and

per-restaurant energy costs as of August

2011 were below 2C07 levels despite

dramatic increase in restaurant oplwallng

hours and menu items as well as market

energy rate increases ci 12% Without

the program per-restaurant costs would

have been more than 20b higher

McDonalds also addressing this issue

on global scale including measurement

and best practice shar.ng efforts led by

Wortdwide Energy Director Roy Buchert

We recently participated
in Environmental

Defense Funds Climate Corps fellowship

program irs which speclaily trained

MBA candidate helped create the first

of several videos designed to educate

employees on McDonalds commitment

to sustainability and additional ways to

reduce an aVerage restaurants energy

consumpton by up to 10%

Sustainable initiatives

tuch as the Progrema

de Energie A8 IA8
Energy Progamj generate

actual rcult that can

be u5ed to ruantity the

benefits both for the

environment and our own

business Cur plsnett

nturat resow cut are finite

but can be rusponsibly

managed based on dediors

made witha our restaurents

end our production chain

and in our dpiy choices

Flesia Vigo
Vice President

Corporate Communctions

Arcos Dorados

McDonalds ongoing

energy efficiency work

including its participation

in EDF Climate Corps

program thaws the

companys urderstandir.g

that reducing energy use

as good for business as

it IC for the environment

We iok Forward to

ontinuing to work th

McDciiald in the future

Vctciri Mills ftanaging

Ciiectoi Enronmsntal

Dfetse Fund

Improve trecicing of restaurant energy

consumption dat

-- Increase energy awareness and education

across the System to contInue to realize

savings to the bottom line and benefits to

the envIronment

In 2011 McDonalds developed better niore reliable energy-related

netrics with fcu on company-owned restaurants All top nine

markets have made measurable progress in energy data gathering

and reporling capabilities

We also introduced energy bunolea packages of recommended

restaurant improvements that combine simple charges like energy-efficient

lighting with newer tools such as occupancy scissors Working with

suppliers we made avalabe for purchase more than 90 pieces of Irore

energy-efficient equipment Across all markets our reduction efforts

are enabling our restaurant energy use to remain steady despite increases

in restaurant hours equipment and menu items We also continue

to recognize and share best practices throtgh our McDonalds

Best of Green website which will be updated for the thrd time in 2012

2006 2007 2008 2008 2010
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KEY PERFORMANCE iNDICATORS

OPPORTUNITY TRAINING AND DEVELOPMENT
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Whether people loin

McDonalds or two weeks

work experience or full

time job the elm is to help

them build their senfidance

gain transferable skills and

fulfill their
potentisi

We

want tcattract and retain

the most talented people

and we recognise that our

people are looking
for more

th5n just eob Our people

get tht opportunity to climb

our Cver eapanding career

ladder and we offer them

uniquely broad and in...lusive

way of qualifications

which they can gain on

the 1ob alongside their

on going training

-.ez Langhorn Chief People

Officer McDonalds uK

Leaders managers and

trCiOer5 at all levels are

exceptIonally committed

to the apprenticeship

programme It is valued

highly
and seen as being

an important qualification

for staff Snd in helping

to improve business

performance Since

the apprenticeship

started productivity and

effidency have increased

end staff confidence

and competericies have

improved. The programme

is an integral part of

career development within

MQonalds

Office for Standards

in Education Children

Services and Skliis

IOFSTED October oem

inspection report

Energize restaurant crew end managers end

differentiate McDonalds as an employer of

choice through continuous and aligned focus

on the global Employee Value Proposition

Identify ways to bring McDonalds Values

to life at the restaurant level enhancing

employee commitment end the customer

axperi.nc

McDonalds global Employee Value Proposition EVPI continues to be the

focus ol people plans acrose our markets in 2011 more than 70 countnes

began using the Ernpioyee Value Index measure derived from the Crew

Commitment Survey that assesses how well markets are executing around

the attributes of the EVP fr.ends and
family lteaibility and future in the

area of values our top markets will have completed plans to activate the

values in their restaurants by the end of the year

in 2011 McDonslda was ranked in Fortunes Beat Global Companies

to Work For and BeI Oovnpanies for Leadees lists We were also

proud recipient of the prestigious Catalyst Award recognizing progress

in womens career development and advancement

MCDONAL.D1S UK MAKES CREW

TRAINING COUNT

McDonalds crew and restaurant

managers in the United KIngdom

ca ri earn natonatty recO9nied

educauonal qualthcations tha

ncreate their employability The

program enables employees to

work toward Eriqlsh and math

literacy cert fiLates apprenticeships

in hospitality and ciipomas ri

shift niantgerner.t Starting

ri 20 McDonalds is ako

offering restaurant managers the

opportunIty TO 9r
Ifi VocatIonal

Foundation Degree Ifi Managing

BuSines3 Operations

2008 2009 2010

9a3% 96.2% 96.2%

84% 85% 83% 86.9%

To date 8800 crew members have

completed apprenticeships 4300 shift

manaoers have completed their diplomas

82% 83% 82% 83% 85.1%

27% 28.5% 281%

47% 49% 507%

and more than 50 reetaurant managers have

begun working toward their Foundation

Degree The qualifications program was

an important factor in McDonalds recent

ranking in the Sunday Times 25 Best

Companies to Wort For in the UK list

McDonalds employees in seven other

countries around the world can obtain some

form ci colege credit for their training For

example in the U.S. the average restaurant

manager completes the equrvalent of

approairnately
21 credit hours one

semester of college that can be transferred

to many public and private schools and

applied toward two or fouryear degree

2011 GLOBAl SUSTAiNAB1UTYSCORECARO



1tItfqpc Leverage local end global resources to have

greeter Impact on children famiHes and

communities

Increase financial and volunteer support to

Ronald McDonald House CharitIes through

communIcatIon outreach

Vtf4tiJ Increase partIcipatIon In the corporate

LndlJ uerprogrsm

McDonalds supports Ronald McDonald House ChantiesS RMHCg in

multiple ways Since 2002 countries around the world have raised more

than $170 million during McHappy Day/Give Hand events In 2010

participating restaurants in the U.S began making contribution from

the sale of each Happy Meal and Mighty Kids Meal In 2011 RM1-IC

Donation Boxes in the U.S are projected to reach more than $27 mition

in customer contributions

Participation rates in McDonalds fomial corporate volunteer program

continue to rise and currently stand at close to 35% In preparation for

the 2012 Olympics McDonalds Ukis providing expertise materials

and facilities to help the London Organizing Committee attract select

and train the 70000 volunteers needed to make the Games success

KEY PERFORMANCE INDICATORS

PHILANThROPIC ACTIVITIES WORLDWIDE

2005 20 2008 2009 2010

kstwo S13.6r $t0.6M $15.2M $19 $24u
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MCDONALDS JAPAN OWNER
OPERATOR SUPPORTS COMMUNITY

AFTER EARTHQUAKE

McDonaldts owner/operators

give back to their communities

every day but their role becomes

especially important in the wake of

natural disasters In Mafch 2011

magnitude 9.0 earthquake

and tsunami caused significant

damage and loss of life in

Japans Tohoku region Hidenobu

Hosoda operated 27 McDonalds

restaurants in the area at that

timo He tocused
initially on

confirming the safety of hi staff

restaurant crew and their families

Working with McDonalds Japan

and suppliers he distributed

food and water among hIs people

and shared the surplus with

local evacuation centers

Hosodas team opened the lirstrestored

McDonalds restaurant just 12 days after the

earthquake More than 100 peopl lined up in

front of the store and crew members served

food with smile despite being affected by

thedisaster Recognizing this as powerful

symbol of resilience in the community

Hosoda and his team worked dgently to

open his remaining stores one by one

Hosodas team did not work alone

McDonalds Japan supported owned

operators across the country with supplies

relief teams and other ais1ance In

addition McDonalds Japan donated 100

million yen and McDonalds Corporation

contributed US $2 million to the Red

Crosss earthquake relief efforts

As we recovered from the

earthquake sill could do

was to reopen McDonalds

store5 as early as possible

so could bring bsdc smiles

to the faces of customers

and staff even for little

while After racing alit and

death situation my lov for

the McDonalds brand grew

even stronger

-Hidanobu Hosod Owner/

Operator Japan Miyagi

prefecture

was so grateful for the

relief rupply and monetary

support that McDonalds

provided right after the

disaster of March It

made me thankful that

was McFsmlly member

receiving support and

encouragement from

McDonalds head office and

the community

SacMko Endo Swing

Manager Minato

Kezuma Yoke Benimaru

r5st5urant Japan

2011 GLOBAL SUOTAINABIUTY SCORECARD to 2011 GLOBAl susTAIwAaIury SCORECARD



We aspire to be our custoers faiorite place and

way to eat.. to achieve this misson our actions as

individuals and as System must reflect our values

WE PLACE THE CUSTOMER EXPERIENCE
AT THE COREOF ALL WE DO

Our customers are the reason for our existence We demonstrate

our appreciation by providing them with high-quality food and aupe$qr

service ut clean welcoming environment at great value

Our goal is Quality Service Cleanliness and Value OSCV for

each and every customer each and every time

WE ARE COMMITTED TO OUR PEOPLE

We provide opportunity nurture talent develop leaders and reward

achievement We believe that team ci well-trained individuals

with diverse backgrounds and expenences working together in an

environment that fosters respect and drives high levels of engagement

is essential to our continued success

WE ARE COMMITTED TO THE MCDONAI0S SYSTEM

McDonaIds business model depicted bythe three-legged sIOOI

of owner/operators suppliers and company employees is our

foundation and the balance of interests among the three groups is key

WE OPERATE OUR BUSINESS ETHICALLY

Sound ethics 10 good business At McDonalds we hold ourselves

and conduct our business to high standards of fairness honesty and

integrity We are individually accountable and
collectively responsible

WE GIVE BACK TO OUR COMMUNITIES

We take seriously the responsibilities that come with being

leaden We help our customers build better commumties support

Ronald McDonald House Charities and leverage our size scope

and resources to help make the world better place

WE GROW OUR BUSINESS PROFITABLY

McDonalds isa publicly traded company As such we work to

provide sustained profiteble growth for our shareholders This requires

continuing focus on our customers and the health of our Syslem

WE STRIVE CONTINUALLY TO IMPROVE

We are learning organization that aims to anticipate and respond

to changing customer employee and System needs through constant

evolution and innovation

McDonalds to m.c ncrete progress on the

following goals betwcon nw and the end of 2012

NUTRiTION AND WELL-BEING

Increase awareness fruit vegeta1lee and dairy options for

children available on the menu

Accelerate and expend food and beverage choices containing

fruits and vegetables across the menu

SUSTAINABLE SUPPLY CHAIN

Set goals and make tangible progress for
priority products

as identified in McDonalds Sustainable Land

Management Commitment

Work with other stakeholders on next actions resulting from

the Global Conference on Sustainable Beef

Reduce environmental impacts of direct suppliers by

continuing to utilize the Supplier Environmental Scorecard as

continuous improvement tool

ENVIRONMENTAL RESPONSIBILITY

Increase adoption of energy-efficient equipment and technology

in restaurants

Improve tracking of restaurant energy consumption data

lncrease energy awareness and education across the System

to continua to realize savings to the bottom line and benefits

to the environment

EMPLOYEE EXPERIENCE

Energize restaurant crew and managers and differentiate

McDonalds as an employer of cholce through continuous

and aligned focus on the global Employee Value Proposition

Identify ways to bring McDonalds Values to life at the

restaurant level enhancing employee commitment and the

customer experience

COMMUNITY

Leverage local and global resources to have greater impact

on children families and communities

increase financial and volunteer support to Ronald McDonald

House Charities through communication outreach

Increase participation in the corporate volunteer program

20i GLOBAl SUSTM$ABIUY SCORECARD 12 O1 GLOBM SUSTAtNASIUTY SCORECARD lx
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Nutrition Well-Being AboutMcDonalds.com
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Stories Accomplishments AboutMcDonaldscom
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Stories Accomplishments AboutMcDonaldcom
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Lower Sodium Chicken McDonalds Canada has reduced the amount of

sodium in alt of its menu items featuring grthed chicken For example the

Chicken Snack Vap includes Sodium-reduced tost$e chicken and ranch

sauce resulting in total sodium reduction of nearly one third 32%
Whole Grain Any Tune AU Lt restaurants have begun offering Fiuli Maple

Oatnced delicious end wholesome snack that has two
servings

of whole

grams shad cup of fruit maple flavor brown sugar and touch of cream

Available alt day Ills law in fat an excellent source of that good souroeof

Vitamin and only 220 calories

Heart Foundation licksApprovad MealsMcbonetds Australia works with the

Head Foundation to identify McDortsts meals that meet the strict criteria

needed to tan the Hurt Foraidetion Tick This symbol Indicates for arstomers

that the meals have been independently tested end Contain less than 2%
saturated fat virtually no trans-fat and at tsar one Serving Ytig of vegetables

Making Fruits and Vegetables Fun
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Animated music videos featurIng run characters Vice the Yummivoref and

focusing on fruits vegetables and dairy

Interactive games featuring Shr and his friends choosing fruits and vegetables

Celebrity lunch exarnpres detailing whet food choices Shrew characters prefer
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Progress AboutMeDonaldcom
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Nutrition and \PMIL-Being

Key Performance Indkato

2006 2007 20011 2009 2010

6.1 64 6.92 fl
Avera9a number of items per mr1t menu
that conlath at least erie aeMnp of fruit or

vegetables
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Progress AboutMcDonalds.com
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Nutrition McDonaids.com

Nutrition

Changing Together

It staned with you Moms and dads are trying hard tO get
their kids to be more

nutntion.minded We listened Theta why our popular Happy Meats will have

fewer cxatones and induce skie of fruIt Its why cur Chidten MeNuggets now

have less sodium And why our national communications to kids will champion

their weltbeing
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Nutrition McDonalds corn
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Kid Nutrition McDonalds.corn

Con 0.4O% 4W 040%

Happy Mutt San

%.00Mb4o 00001v0Ww0% ornlowrflo

Ltmas

GM Moflap stay Mao

Mt.Mfll it-.n.wl.t44wt.

Page of

Kids Nutrition

Not to boast but we know that kids everywhere love McDonalds And wevsew

this as huge tesponsibtlity Family life is busier than ever these days and its

challenge to strike balance between grabbing quick bite and choosing

meal based on variety of choices Vlhen it comes to eating well and having
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Balancing Busy Lives McDonalds.com
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want you to have fun enjoy She food you tout and if youre watching your

caSes or have other diet-resets concerns stay withhi your goats for the day

\Wve come up with sonic ways to change it up switch it out and enjoy the

variety of our menu
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Happy Meats and More McDonatds.com
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We take tun food really seriousty And parents can 1d good knowing that we

offer choices that can help kids team to make smart menu decisions Take

look at our Happy Meals right here or visit the webte fbr the latest news

We wart parents to trust that at McOoretd kidy tan get whet they reed to tire saliva
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rewoever
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Happy Meals and More McDonalds.com
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Risk Factors and Cautionary Statement Regarding Forward-Looking Statements

The information on this report Includes forward-looking statements about our plans and future perfonnance including those under Outlook Thcsc

statements use such words as maywill expect believe and plan They reflect our expectations and speak only as of the date of this report We do

not undertake to update them Our expectations or the underlying assumptions may change or not be realized and you should not rely unduly on forward-

looking statements

Our business and execution of our strategic plan the Plan to Win are subject to risks The most important of these Is whether we can remain relevant to

our customers and brand they trust Meeting customer expectation Is complicated by the risks Inherent In our global operating environment The lEO

segment of the restaurant industry although largely mature hi our major markets Is highly fragmented and competitive The lEO segment has been

contracting In many markets including some major markets due to unfavorable economic conditions and this may continue Persistently high unemployment
rates in many markets have also Increased consumer focus en value and heightened pricing sensitivity Combined with Increasing pressure on commodity and

labor costs these circumstances affect restaurant sales and margin growth despite the strength of our brand and value proposition We have the added

challenge of the cultural economic and regulatory differences that exist within and among the more than 100 countries where we operate Initiatives we

undertake not have universal appeal amona difibrent sessnents of cur customer base and can drive unanticipated changes in guest counts and customer

sionsOur operations plans and results are also affected by regulatory and similar Initiatives around the world notably the focus on mdrltional content

and
the production processing and

preparation
of food from field to front counter as well as Industry marketing practices

These risks can have an Impact both In the near- and long-term and are reflected In the following considerations and factors that we believe are moat

likely to affect our performance

Our ability to remain relevant and trusted brand and to Increase sales and profits depends largely on how well we execute the Plan to Win

The Plan to Win adde ease th key drivers of our business and resultspeople products place price and promotiore The quality of ow- xecution

depends mainly on thefollowlng

Our ability to anticipate and respond effectively to trends or other factors that affect the lEO segment and ow competitive position In the diverse

markets we serve such as spending patterns demographic chiget trends in food preparation consumer preferences and
publicity

about us all of

which can drive popular perceptions of our business or affect the willingness of other companies to enter into site supply orother arrangements or

alliances with us

The risks assoCiated with our franchise business model Including whether our flanchisecs and developmental licensees will have the experience and

financial resources to be effective operators and remain alined with us on operating promotional and capital-Intensive
initiatives and the potential

impact onus if they experience
food

safaty or other
operational problems orproject brand Image inconsistent with our values particularly if Our

contractual and other rights and remedies are limited by local law or otherwise costly to exercise or subject to litigation

Our ability to drive restaurant iinproveanents that achieve optimal capacity particularly during peak mealtime hours and to motivate our restaurant

personnel and our franchisees to achieve consistency and high service levels so as to Improve consumer perceptions of our ability to meet

expectations for quality food served in dean and friendly environments

Whether our restaurant reimaglng and rebuilding plans which remain priority are targeted at the elements of the restaurant experience that will

best accomplish our goals and whether we can complete our plans as and when projected

The costs and operational risks associated with our Increasing reliance on Information technology including our point-of-sale and other In-store

technology systems or platforms including the risk that we will not realize fully the benefits otow investments In technolog which we are

accelerating as well as the potential for system failures progrImInilg errors or breaches of security involving our systems or those of third-party

operators
of our systems

The success of our initiatives to support menu choice physical activity
and nutritional awareness and to address these and other matters of social

responsibility In way that communicates our values cfibctfvcly and inspires trust and confidence

Our ability to respond eflbctfvely to adverse perceptions about the quick-service category of the lEO segment or about our products including their

nutritional content promotions and prenilurrrs such as Happy Meals collectively our products how we source the commodities we use and our

ability
to manage the

potential impact on McDonalds of food-borne Illnesses or product safety issues

12
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The impact of social media and other mobile communIcations or photo applications that can be used to promote adverse perceptions of our

operations or thoac of our suppliers or to promote or threaten boycotts or other actions involving us or our suppliers with significantly greater speed

and scope than traditional media outlets

The success of our tiered approach to menu offerings and our ability to Introduce new oftings as well as the impact of our conipctitoxs actions

Including In response to our menu changes and ow ability to continue robust menu development and manage the complexity of our restaurant

operations

Our ability to differentiate the McDonalSs experience In away that balances consumer value with margin expsnsIon pailiculady in markets where

pricing or cost
pressures

arc significant or have been exacerbated by the current challenging economic and operating environment

The Impact of pricing marketing and promotional plans on sales and margins and our ability
to adjust these plans to respond quickly to changing

economic conditions

The impact of events such as boycotts or protests labor strikes and supply chain intetTittions Including due to lack of supply or price Increases

that can adversely affect us directly or adversely aflbct the vendors franchisees and others that are also
part

of the McDonalds System and whose

performance ban material Impact on our results

Our ability to recnilt and retain qualified local personnel to manage ow operations and growth particularly in certain developing markets and

Our ability to leverage promotional or operating successes In individual markets into other markets Ins timely and cost-effective way

Our results and financial condition are affected by global and local market conditions which can adversely affect our sales margins and net income

Ow result of operations arc substantially qffected not only by global economic condition but aLto by local operating and economic conthUon which

can vary substantially by maEL tlnftrvorabk conditions car depress sales inaghen market or ipart e.g breaifat To mitigate the Impact of these

conditions we may take promotional or other actions that adversely affect owmarghrs limit ow operotlngflexlbllly or result in charges orreatazoant

closings Some macroeconomic conditions have an even more wtd..ranglng and prolonged Impact The current environment has been cluracterlzed by weak

economies p.rri.wently high unerqployment rates by7allonarypressures and extreme volatility infbianclal marketr worldwide which hat been exacerbated

by the slgnplcant uncertainly associated with the ongoing sovereign debt crlrt.s In certain Ewozone countries This envlrorsneru has adversely affected both

business and consumer confidence and spending and uncertainly about the lang-term Investment environment could further depress capital lirmetment and

economic aclMty These wfavorable conditions are expected to persist for the foreseeable future In many ofow most pOmtrmnett The key/actors that

can affect ow operations plans aid results In this environment are the following

Whether our strategies will be effective in enabling the significant continued market share gains that we have included in our plans while at the

same time enabling us to achieve our targeted operating income growth despite the uncertain cconomicoutlook resurgent competitors and more

costly and competitive advertising environment

The cifecliveneas of our supply chain management to assure reliable and sufficient product supply on fkvorable terms

The impact on consumer disposable income levels and spending habits of govenuncntsl actions to manage national economic matters whether

through austerity or stimulus measures and initiatives intended to control wages unemployment credit avallabllity lnflation taxation and other

economic drivers

The impact on restaurant sales and margins of recent volatility in commodity and gasoline prices which we expect will continue and maybe
exacerbated by current events in the Middle East and the impact of pricing hedging and other actions that we franchisees and suppliers may take to

address this cnvfromnent

The impact on our margins of labor costs given our labor-Intensive business model the long-term trend toward higher wages in both mature and

developing markets and any potential impact of union organizing efforts

The impact of foreign exchange and Interest rates on our financial condition and results

Whether we are able to ldentlb and develop restaurant sites consistent with our plans for net growth of Systemwlde rceaumants born year to year

and whether new sites are as profitable as expected

The challenges and uncertainties associated with
operating

in developing markets which may entail relatively higher risk of political instsbility

economic volatilIi crime corruption and social and ethnic unrest all owhlch arc exacerbated in many cases bye lack of an independent and

experienced judiciary and uncertainties in how local law is applied and enforced including in areas most relevant to commercial transactions and

foreign investment

The nature and titning of decisions about underpethnning markets or assets including decisions that result In impairment charges that reduce our

earnings and
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The impact of changes In our debt levels on our credit ratings interest expense availability
of acceptable counterparties ability to obtain fending on

favorable terms or our operating or financial flexibility especially if lenders Impose new operating or financial covenan

Increasing legal and regulatory complexity will continue to affect our operations sad results In material ways

Ow ega andr.guloftuy enWnypncnt worldwide exposes neta complex compliance lUlgatlon ands wrirk that affect ow operations and results

in material wae In many c/ow markets Inchsthng the United Stases and Europs we are subject to Increasing regulaiio which has Increased ow cost of
doing bustness In dr.eloplng markets we face the risks associated with new and unlisted laws and judic Wi syslera Among the more important regulatorj

and
litigation risk weflice and muss manage my the/allowing

The cost compliance and other risks associated with the often
conflicting

and highly presaptive regulations we face especially In the United States

where inconsistent standards imposed by local state and federal authorities can adversely attbct popular perceptions of our business and Increase our

exposure to litigation orgovenimental Investigations orproceedings

The Impact of new potential or changing regulation that can affect our business plans such as those relating to znattctfng and the content and safety
of our food and other products as well as the risks and costs of our labeling and other disclosure practices particularly given varying legal

requirements and practices for testing and disclosure within our industry ordinary variations In food p.doa among ow own restaurants and the

need to rely on the acaxacy and completeness otlalbrmatlon from third-party suppliers

The impact of nutritional health and other scientific inquiries and conclusions which constantly evolve and often have contradictory 1mph ens
but nonetheless drive popular opinion litigation

and regulation including taxation in ways that could be material to our business

The risks and costs to us our franchisees and our supply chain of Increased focus by U.S and overseas governmental authorities and non

governmental organizations on envfromncn1 matters such as environmental sustainability climate change greenhouse gases and water

consumption including initiatives that effectively impose atax on carbon emissions

The impact of litigation trends particularly In our mormarkets Including class actions labor and employment claims landlcrdenant disputes and

intellectual property claims Including often aggressive or opportunistic attempts to enforce patents used In Information technology systems the

relative level of our defense costs which varyom period to period depending on the number nature and procedural status of pending proceedings

the cost and other effects of settlements or judgments which may require us to make disclosures or take other actions that may affect perceptions of

ourbrandand products and the scope and tcnns of insurance or Indemnification protections that wemay have

Advetse results of pending or tbturc
litigation including litigation challenging the composition of our products or the

appropriateness or accuracy of

our marketing Or other communication practices

The increasing costs and other affects of compliance with U.S and overseas regulations affecting our workforce and labor practices including

regulations relating to wage andhour practices Immigration hcalthcare retirement and other employee benefits and unlawibi workplace

discrimination

Disruptions in our operations or price volatility
ins niarkct that can result fluin governmental actions such as price foreign exchange or import-

export controls Increased tariffs or government-mandated closure of our or our vendors operations and the cost and disruption of responding to

governmental Investigations or proceedings whether or not they have mcrit

The legal and compliance rlsk associated with Inlbnnstlon technology such as the costs of compliance with privacy consumer protection and other

laws the potential coats associated with alleged security breaches Including the loss of consumer confidence that may result and the risk of crinunal

penalties or civil liability to consumers or employees wbosc data is
alleged to have been collected or used Inappropriately and potential challenges

to the associated intellectual properly rights or to our use of that Intellectual property and

The Impact of changes In financial
reporting requirements accounting principles or practices Including with

respect
to ow critical accounting

estimates changes in tax accounting or tax Jaws or related authoritative Interpretations particularly if corporate tax reform becomes key

component of budgetary initiatives in the United States and elsewhere and the impact of settlements of pending or any fidure adjustments proposed

by the IRS or other taxing authorities In connection with our tax audits all of which will depend on their timln nature and scope

The trading volatility and price of our common stock may be affected by many factors

Many/actor affect the volatility and price ofow common stock broth lion to ow operating results and prospectL The mcii baportant of these some

0/which are outside ow control are the following

The continuing unfavorable global economic and extremely volatile market conditions
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Governmental action or Inaction In light of key Indicators of economic activity or events that can significantly influence financial markets

particularly In the United States which is the
principal trading

market tbr ow common stock and media
reports and conunenlaly about economic or

other matters even when the matter in question does not directly relate to ow business

Changes In financial or tax reporting and accounting principles or practices that matciialiy affect our reported financial condition and results and

Investor perceptions of our perfbnnancc

7keding activity
In our common stock or trading activity in derivative instruments with respect to our common stock or debt securities which can

reflect market commentary Including commentary that may be unreliable or incomplete in some cases or expectations about our business our

oreditunrthincss or Investor confidence generally actions shareholders and others seeking to Influence our business strategies portibilo

transactions in our stock by significant shareholders cc trading activity that results from the ordinary course rebalancing of stock indices lu which
McDonalds maybe included such as the SP 500 Index sod the Dow Jones Industrial Average

The impact of our stock repurchase program or dividend zate sod

The Impact on our results of other corporate actions such as those we may take front time to time as pate
of our continuous review of our corporate

structure in
light of business legal and tax considerations

Our results and prospects can be adversely affected by events such severe weather condition natural disasters hostilities aid social unrest

among others

vere weather conditions naiwal diansrev hostilities and social wwest terrorist activities health epidemics orpandemics orexp.ctctlons about

them can dvvzelyaff.ctcorarumer sperdingandcosyldence levels orotherfhclors that affect oir results and prospects such as comm costr Ow
receipt of proceeds under any Innaancs we maintain with respect to certain of these risks may be delayed or the proceeds maybe ln.ntcient to offset ow
losses fislIy
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